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‘@ WIRED THROUGHOUT WITH WA 


CRESCENT ENDURITE 


SUPER-AGING . . . . HEAT RESISTING 
INSULATED WIRE and CABLE 


The completion of the Apex Building, housing the Federal Trade Commission, cul- 
minates a 10 year building program that has given Washington, D. C. its famed 
Federal Triangle. Built to last for generations, the Apex Building is wired for perma- 


nence from cellar to roof with CRESCENT ENDURITE Insulated Wire and Cable. 


CRESCENT ENDURITE is the logical choice where conductors are subject to exces- 
sive temperature and aging conditions; where maximum life is of prime importance 
and cost of replacement prohibitive. 


CRESCENT 
INSULATED WIRE) \)\ & CABLE CO. INC 
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TRENTON,’ NEW JERSEY 








Jobber Co-Operation—A Permanent Policy 
RESCENT ENDURITE SUPER-AGING INSULATION @e@ WEATHER-PROOF WIR 
































PRIVATE INTERIOR 
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¥ SAS! Think of Private Interior Telephone Systems not 
o only as a valuable service but as a commodity which 
— 


you can buy and resell like radios, or fixtures or any 


i other merchandise. 


Some of the smaller types you can sell right over 





the counter, while the larger ones are necessarily 
tailored to suit the particular requirements. And if 
you want help there, we’re ready to give it to you. 

The point is this. You can sell or recommend Private Interior Telephone Sys- 
tems and make money at it. The market is there so cash in on it NOW! 

Automatic Electric, for over 40 years manufacturers of both public and private 
telephone equipment, offers private interior systems to fit any office, shop, factory or 
home. Below are four of the many types available. 

Our field representative will be pleased to supply you with literature, prices and 


discounts as well as to work with you on particular jobs. Call on him for help. 


PRIVATE 


Distributed by: AMERICAN AUTOMATIC ELECTRIC SALES COMPANY, 


Sales and Service Offices in Principal Cities 


INTERCOMS 


Common - talking, selec- 
tive-ringing systems in 
capacities of two to 
eleven stations. Beauti- 
fully designed, and dur- 
ably constructed for long 
faithful service. 


SERV-U-FONES 


Attractively priced com- 
mon-talking systems in 
capacities of two to ten 
stations. Conveniently 
packaged, simple to in- 
stall. Dry cell operated. 
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AUTO-COMS 


Deluxe intercom.  sys- 
tems, providing selective 
talking and selective sig- 
naling service for a 
maximum of ten stations, 
and up to five connec- 
tions at one time. No 
automatic switchboard 
needed. 


P-A-X’s 


Private Automatic Ex- 
change systems, avail- 
able in all capacities. 
Use standard automatic 
telephones and _ provide 
for a variety of special 
communication services. 


INTERIOR TELEPHONE SYSTEMS 


1033 West Van Buren Street, Chicago, Illinois 
In Canada: Canadian Telephones & Supplies, Limited, Toronto 
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IS TELLING THE STORY OF 
ADEQUATE WIRING TO HOME BUILDERS 














Every week, hundreds of these 
beautifully designed four color 
folders are being mailed by the thirty-six Square D offices 
throughout the country—to people who are building 
homes. 

There is a Square D motive behind this activity—natu- 
rally. To sell Square D Multi-breakeRs. But in this folder 
we go far beyond that. We devote the inside pages to the 
basic story of adequate wiring. In simple, non-technical 
language we explain electricity and the importance of its 


CALL INA 
SQUARE D MAN 


| Acopy of this 
| folder will be sent 
upon request. 





control. And we refer these home builders to their elec- 
trical contractors for amplification of the important facts 
this folder contains. 

Call this promotion to the attention of your contractors. 
Show them how and why it will pay them to back it by 
telling and selling the story of the Square D Multi-breakeR 
and adequate wiring. 









SQUARE 7] COMPANY 


DETROIT- MILWAUKEE -LOS ANGELES 
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SOLD THROUGH YOUR 
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WEATHERPROOF ‘SOCKETS 
H@H 


for municipal street lighting, decoration of home 
evergreens or outlines of porches or windows... 
Extremely practical for commercial and industrial 
uses under damp atmospheric conditions. These 


sockets withstand temperature changes and rough 


Designed for Holiday lighting, out- 


door decorative and streamer work 


handling; have wire leads and shade-holder grooves 
with exception of the pin type. An improved wire- 
hanger is supplied with each pin type socket to 


hook over a supporting cable, to remove the 


weight from the circuit wires. The 
pin type line has been amplified to 
include both the medium and intermediate base 
sizes for small or large wires. Also available with 
wire leads are Intermediate No. 637 and Candelabra 
No. 5976. 


Left to right above:—All-rubber (unbreakable), 
No. 1500; Bakelite, No. 43310-B; Composition, 
No. 60666; Porcelain, No. 9366; Pin Type of 
Bakelite, No. 43308. Order now for Holiday 
requirements with shipments specified during 
the rush season. 


HART & HEGEMAN DIVISION eae 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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INTO THE NEWS 


G00D NEWS 
WHAT’S IT FOR?—Some folks like gloom. Let 


‘em love it! But we just can’t see it in a big world 
like this one. A few things are always bad, but 
Praise God! there is always more good news if you 
look for it. 

Right now for instance. Automobile shops hiring 
men, increasing production. That hits steel, rubber, 
paint and all the rest. Good news for wholesalers’ 
salesmen. 

! 


Right now! July building permits are largest in 
£ July £ 


seven years. And despite the bad start of this 
annum, the total building permits for the first seven 
months stands only 1.4 per cent behind 1937. That 
means a lot of building this fall, and all of it needs 
cur stuff. 

There’s good news—good hope all around. Know 


it. Use it. Or what good is it? 


* 


TO A FEW 


BRIGHT LADS—wWhen will those power com- 
panies who still look back find out that farmers 
are people? They demand this guarantee or that, 
won't build lines for less than five customers per 
mile. They forget that farmers can be sold wide 
use of electricity and good consumption. 

A recent survey of 17,100 rural customers on 46 
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REA projects shows that in 8 months 86% of them 
had a radio, 81% an iron, 47% a washer, 26% a 
refrigerator, 24% a toaster, 17% a water pump, etc. 
And they all drink juice. Some utilities are waking 
up. Consumers Power in Michigan now requires a 
minimum of $12.50 a month per mile, no matter 
whether for one farm or more. Others will follow. 

A few bright lads in the wholesale business 
might spread this news a bit. If it brought more 
farm lines, it might help. 


* 


KNOW ANY 
DARK STREETS$?— The highway lighting boys keep 
plugging along and pretty soon are going to make 
the rest of us look pretty sick. Just now it’s New 
Jersey again. A report by the state comish says 
that 220 miles of highway have been lighted for 
safety in the last eight months. Gentlemen hush! 
That’s moving in any corner of the country. 
What does this mean to wholesaler’s salesmen? 
It means business—that’s what! It means poles 
and brackets and wire and reflector units and 
lamps. Somebody buys ‘em, every time. Some- 
body sells °em. Why not you? 
Of course a lot of jobbers men have not studied 
this new safety lighting. Well, other men have 
been at it week by week for years. Their experi- 
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ence is yours—if you want it. You can use it right 


where vou do your selling now. Do you know any 


dark streets? 


BETTER THAN 

A BLOND 2?— Sounds silly, but the Maytag manager 
in Kansas City is off pretty girls. He sells ironers, 
but he won’t let ’em help. May be the hot weather 
—or the grass-hopper plague—we dunno. Anyway 
he canned the blond demonstrator with the curves, 
and hired him a brat. It reads goofy—but it’s 
true. It was a boy brat—11 years old. 

He sent the brat out with the ironer and believe 
it or not he sold ‘em. The women must have 
thought he was cute. But don’t the men still pay 
the bills in Kansas and Missouri? This kind of 
mid-summer madness is bad. If the blonds start a 


union—watch out! 


SALESMEN 

OUT NIGHTS!—And speaking of K. C.—that 24- 
hour Jubilee has certainly kicked up a dust. They 
sold $65,000 worth of appliances by keeping 
customers up all night. All over town the sales- 
men were whirling. Nobody was allowed to go to 
bed until he and she had signed an order. The 
police insisted—and there they were. 

But how about the game law? And how late 
should salesmen be out nights? The whole thing 
needs further study. But meanwhile, if you want 
to start a similar riot in one of your towns—O.K. 


* 


BLUE EYES? 
YOUR HIRED!—What makes a salesman? You 


will probably say he should be ambitious, able, honest, 
personable, and determined. Maybe you are right, but 
there is a chap out on the coast in commercial re- 
frigeration who picks ‘em by the eyes. Not whether 
they are straight or crossed—they have to be blue. 
He says, “All our good producers are blue-eyed. 
So now we save time and money by refusing to 
train brown-eyed men. Hazel eyes are all right; the 
color of the hair doesn’t matter, but brown eyes—no 
soap.” Now that’s one for the book. 


* 


NEW WASHERS— 
WHY NOT2?— Any poor month nowadays that can- 


not claim some special week of opportunity is a 


disgrace to the calendar. But October is going to 
be all right, this year. There will be “National 


Washer and Ironer Week.” And the slogan is, 





“For Family Washing, There’s No Place Like 
Home.” And make no mistake, it will sell a lot of 
laundry gear. John and Mary just naturally fall 
for this approach. And if they like it, we ought 
to be tickled to death. 

The American Washer and Ironer Manufacturers 
Association and the Edison Electric Institute are 
running it. There will be the usual build-up and 
high pressure climax. Watch it. Don’t let your 
dealers overlook it. Make it sell for you. 


* 


E PLURIBUS 
GETUM DONE— California keeps cumin’—with 


ideas ‘n everything. Here’s another. They have 
just set up an Appliance Institute through which 
this industry expects to encourage and defend fair 
dealing. It grew out of a recent survey to see 
what could be done to cure the curse of a demoral- 
ized trade. 

The first thing they accomplished was the button- 
ing up of a radio interference ordinance that had 
been blocked for two years. Now a list of other 
good rules is in process. It’s another case of 
e pluribus getum done. A useful motto in any 
town. 


GOD HELP 
THE POOR MAN! — The Southwest has its “desert 


cooler’—and that doesn’t mean keéping the ice 
cream hard. New Orleans gave birth to the attic 
fan complex—now New Mexico, Arizona, Utah, 
California and other hot spots where it is dry have 
a new idea. They build a sort of pigeon-coop with 
a fan in it and hang it on the wall outside a house. 
It keeps ‘em cool. 

They call it “Poor Man’s Air Conditioning.” 
And now the poor man has another worry—some- 
thing else to want. But the fact is that electrical 


contractors sell ‘em and wholesalers’ salesmen help 
build the market. Find out about ’em. Get after ’em. 


Why not? 
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PROMOTE ADEQU 


ATE WIRING WITH 


G-— WIRING MATERIALS 
































Up and down the country, the National Ade- 
quate Wiring Program is turning into the electri- 
cal hit parade of the year. 



































Promote adequate wiring in your territory with 
G-E Wiring Materials; make them the backbone 
of your wiring supplies business. 












































G-E Wiring Materials give you the advantage 
of dependable quality, performance and stability. 














The G-E Wiring Materials line and 


G-E promotion gives you the advantage of 
years of missionary work in the home wiring field. 





General Electric Wiring Materials include con- 


G-E Home Wiring can be found in any- duit, wire and cable, and wiring devices for every 
one’s “Who's Who” in adequate wiring. electrical requirement. 


GENERAL @ ELECTRIC 
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"If it ain't worth five cents, don't sit down.” 
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He [uilds Up THE ORDER 


Yonkers Called For Six Months, Fooled 


The Other Guy, And Got A Bigger Order 


66 HE best selling lesson I’ve 
learned”, says E. R. Yonk- 
ers, a salesman for Graybar’s Kan- 
sas City House, “is that you can’t 
drop a new prospect in less than 
six months or a year—even if you 
don’t get the least bit of encourage- 
ment. The temptation is great. It 
may seem like wasted time. But 
too often it is proved that both time 
and salesmanship are needed to win 
a customer over. Here is the story 
of one case that proved it to me— 
where I just stayed in and pitched 
while the other guy relaxed.” 

The other guy was his chief com- 
petitive salesman. Both had been 
vitally interested in a certain large 
city account that was pending. 
Several contractors were submitting 
bids. Yonkers analysed his line to 
see the possibilities for applying 
various products to the actual work 
involved. After careful study of 
the specifications, he set to work 
to change one contractor’s ideas 
through constructive suggestion. 

“I called for six months”, he 
says, “selling my company and its 
line to the engineer, purchasing 
agent and owner of the contracting 
organization, also to the purchasing 
agent and the chief engineer of the 
prospect company. Competition on 
the supply line was keen as a razor 
blade. But this one other guy was 
the only rival that worried me. You 
see, he had grabbed off the business 
for a long time from this same con- 
tractor on similar jobs. 

“I kept calling, calling, calling— 
month after month. For a long 
time it certainly looked as though 
I was getting exactly nowhere. 
What made it tough was that among 
the competition the products were 
all good and prices very much in 
line.” 

This other guy knew Yonkers had 
no special long discounts to offer. 
He was confident that he was going 
to get the order. Hadn’t his prod- 
ucts, his service been okay in the 
past? Maybe so, but a wholesaler’s 
salesman can’t lay back these days. 


By 
Develle Thatcher 


So here’s what Yonkers did. 
“Every time I called”, he says, 
“I featured one particular product, 
pointing out definitely just why it 
was superior. Possibly my com- 
petition figured the little switch I 
carried in my pocket one week was 
something to laugh at. Privately, 


he might even admit its superior 
g I 
construction. Sut it 


wasn’t that 
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wall switch, or any other single 
product that I featured. I sold 
them all. Eventually, after six 
months, the buyer got the idea that 
my whole line was _ definitely 
superior. 

“So, because I hammered away 
one week on the superiority of my 
reflector, the prospect purchased all 
the reflectors required for the new 
units then under construction. | 
carried the actual sample, and 
showed the contractor the value of 
our exclusive design, that it gave 
better distribution of light for the 
purpose intended. Next week it 
was something else, and before | 
was done I had built-up the job 
beyond the original figure, and 
netted a $20,000 order.” 

Suilding volume is not the result 
of sensational selling ability, Yonk- 
ers maintains. He says, “Apply 
your best intelligence to the details 
of each job—and back it with a lot 
of hard work.’’ And that sounds 
easy. 


E. R. Yonkers sells for Graybar’s Kansas 
City house. 


Installations like this are built-up from 
small initial sales. 



























Printing plants are naturals for wide-area diffused lighting. 
Rapid, accurate composition demands it. 





YOU CAN SELL 


Printing Plants 


By Edwin L. Cady 


RINTERS are 


where. 


found every 
There are more than 
34,000 printshops with their allied 
tvypographers, trade binderies, photo 
in the country. Some 
20,000 of them are fairly big. 
There are many private printing 


engravers, etc., 


plants, run by insurance companies, 
institutions, wholesalers, food pack 
ers, manufacturers and other large 
firms. It pays to watch for them. 

At least 110,000 presses are run 
ning, and most of them have indi- 
vidual motors. Working with them 
are machines for folding, type set 
ting, and binding. Right now 80% 
need to be modernized electrically. 
No industry offers you a_ bigger 
market. 

Sut in remember that 
printing is a diverse craft. The 
divisions of it are somewhat jealous 
of their individualities. The com- 
pesing room, and the photographic 
room, are examples. See the fore 
man of each if you want to sell. 

Power used in press rooms has 
to be precisely controllable. Press 
speeds are nicely adjusted for dif- 
ferent inks, papers and even weath- 
ers. Therefore many printers like 


selling, 








direct current, and the a.c. users 
need the best of control equipment. 
Fire hazardous dusts and scrap are 
a problem—select motors accord- 
ingly. 

\ll kinds of printing machines 
may be For example, a 
feeder, a press and a folder may be 
hooked up end to end and run as 
one machine. Sell synchronizers, 
interlocks, and safety shut offs. 

Starts and stops have to be smooth 
and carefully controlled on all ma- 
chines; or the paper breaks, the 
presses go out of register, and other 
things happen to enhance the print- 
Sell devices 
for smoother starting, and electric 


ganged. 


ers lurid vocabulary. 


brakes. 

Static electricity is a great bother. 
Sell eliminators. Gas flames are 
used to get rid of it. Sell automatic 
igniters and shut offs. 

To keep paper exactly right so 
won't misbehave, and to 
lessen static problems, printing is an 


presses 


ever growing user of atmosphere 
control devices, from simple fans 
and moisture detectors to complete 
air conditioning. See the plant en- 
gineer or the general manager, there 


Every department uses electrical equipment. Stereotype room 
loads vary from 150 KW for metal pots to ten watts for clocks. 








may be some juicy new installation 
business on the fire. 

Printing is using more and more 
colors. And the more the color the 
more the control. Sell color lamps 
and better lighting in every room 
And where you find a plant making 
a drive on color work, look twice 
at every machine for chances to in- 
stall better controls, as that plant 
needs them. Talk to the electrician, 
as this is probably his headache. 

Heating and drying problems 
which electric heat can solve are 
everywhere in a print shop. 
managements stick to gas and oil— 
sell them better thermostats. Sell 
electric heaters for metal pots, glue 
pots, varnish dryers, proof drying 
ovens. 


Some 


Those also are worries for 
the electrician. 
(Continued on page 55) 


Electric heaters, used in print shops for 
many purposes, require wire, fittings, ar- 
mored cable, switches, fuses and tem- 
perature controls. 
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| PURCHASING AGENT | 











See These Men—To Sell These Products 















































fire alarms switches, wall 


fishing equipment, wire 


fittings PRESS ROOM 

fixtures air conditioners, portable 
flashlights audible safety systems 
floodlights blowers 

fuse pullers cooling and drying ovens 
fuses converters 

grinders daylight lamps 

ground testers double motor drives 
hacksaw blades electro magnetic flame controls 
incandescent lamps—all sizes electric brakes 

insulating compound floor cleaning equipment 
lamp changers humidifiers 

lamp guards humidity recorders 
lamps, portable work ink dryers, electric 
lighting fixtures knife grinders 

motor controls magazine type controls 
motors and supplies magnetic controllers 
outlet boxes motors 

panelboards adjustable speed 

plugs constant speed 
portable electric tools enclosed 

push button stations neutralizers, electric 
recording instruments oxidizers, electric 
reflectors ozonators 

remote controls paper break detectors 
signal equipment paper moisture indicators 
solder photo electric devices 
soldering compounds reversing contactors 
soldering irons rheostats 

soldering paste sheet heaters 

starters static eliminators 
switchboards stop motions 

switches, automatic time strip heaters 

switchgear tensions, electric 

tape time clocks 

thermostats time stamps 

toggle bolts and screws unit air conditioners 
tools, construction unit drives 

tools, electrician's vacuum pumps 
transformers variable speed unit drives 
unit heaters variable voltage control 
valves, magnetic varnish dryers, electric 
valves, motorized ventilating fans 








ART — COMPOSING ROOM PHOTO ENGRAVING STEREOTYPE 
DIRECTOR FOREMAN THE FOREMAN FOREMAN 
LABORATORY PRESS ROOM ELECTRICIAN BINDERY 
TECHNICIAN FOREMAN SUPERINTENDENT FOREMAN 
GENERAL ELECTRICIANS AND MAINTE- variable voltage control vibrators 
NANCE SUPPLIES varnish visible safety systems 
ammeters voltmeters web breakers 
batteries welders, electric 
battery testers and chargers wire—all sizes COMPOSING ROOM 
cable wire connectors (solderless) diffused wide-area lighting 
circuit breakers wire, fixture electric heaters 
commutator dressing wires & cable, interior hell box heaters 
contacts wiring devices: motors 
conduit plugs, attachment pyrometers 
cords, flexible receptacles scorchers, electric 
electric hoists sockets 
fens switches, pull and canopy PHOTO ENGRAVING ROOM 


band saws 

color lamps 

flood lamps 

high speed motors 
immersion heaters 
portable saws 

saw filers 

table saws 


PHOTOGRAPHIC ROOM 


arc lamps 

attachment plugs, heavy duty 
cable, heavy-duty, portable 
camera lamps 

color lamps 

flash bulbs 

heavy-duty wall outlets 
light meters 

photo flood lights 

timers, automatic 
thermostats 


ART DEPARTMENT 


adjustable work lights 
blowers 

color lamps 

erasers, electric 


BINDERY 


counters 

fractional HP motors 
photo electric devices 
scales, automatic printing 
stop motions 

trucks, industrial 


LABORATORY 


color lamps 

fans 

heaters, immersion 
heaters, spot 
instruments 
photoelectric devices 
pyrometers 
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SALES MEETINGS 


that get Goats 


A Salesman Tells Why Some Sales 
Meetings Leave Him Cold 


By 
Fred Merish 


ee we have an- 
other sales meeting ; so there 
goes my morning.” This wry com- 
ment was passed to me the other 
day by a wholesaler’s salesman. 

“Why the grouch about a few 
hours at a sales meeting ?”’, I asked. 
“You should get enough ideas to 
pay you for the time spent.” 

“A sales meeting helps if it is 
planned,” he replied. “Otherwise, it 
does more harm than good. Our 
sales meetings miss fire because they 
aren't planned. The Boss calls them 
on the spur of the moment. When- 
ever a problem or idea comes up 
that he thinks is good medicine for 
the sales force he holds a sales meet- 


12 


ing. Usually he hasn’t taken time to 
prepare for it, and the salesmen 
don’t know when it is coming.” 

I’ve talked this thing over with a 
lot of salesmen, and most of them 
have the same complaint. They 
would like sales meetings better if 
the sales manager would prepare a 
regular schedule so that they could 
know in advance when to expect 
them, and something about the topics 
to be presented. 

Then again, most sales meetings 
are too long-winded; too much pep 
talk. This unadulterated inspira- 
tional stuff doesn’t get over today, 
although a little of it is good at 
times. 

Another thing salesmen dislike 
about sales meetings is the school- 
room atmosphere. The Boss, school- 
master-like, does all the talking. The 





men just listen. If the show could 
be varied by letting the salesmen 
talk, too, these get-togethers would 
be far more interesting and instruc- 
tive. Salesmen on the firing line talk- 
ing to buyers every day turn up 
many ideas worth discussing, and 
they'll talk if they get the chance. 

There are times too when sales 
meetings are discouraging ; say when 
the men are having a run of tough 
luck, which happens to all staffs 
once in a while. Then the Boss re- 
ports poor comparative perform- 
ances, throwing brickbats at the rear- 
enders. This doesn’t set well with 
men in a slump. 

All sales meetings should be con- 
ducted more as idea exchanges be- 
tween salesmen than as classes in 
salesmanship presided over by sales 
managers. The mock sale is a good 
way to sugar criticism of sales work 
and get over constructive sugges- 
tions tactfully. Besides, it adds a 
touch of the dramatic and drama is 
needed to keep a sales meeting out 
of the doldrums. 

It wouldn’t be such a bad idea, 
either, if manufacturers’ representa- 
tives, when addressing sales meet- 
ings, played down engineering fea- 
tures and gave more ideas on how to 
sell their products. Too many of 
them make the mistake of talking to 
salesmen about the mechanical 
make-up of their products and neth- 
ing else—which reminds me of the 
time I began selling oil burners 
years ago. 

I interviewed an old lady and be- 
gan telling her about the mechanical 
advantages of the burner. She lis- 
tened a while, then said a bit petu- 
lantly, 

“I take it for granted that your 
oil burner is well constructed, but 
what I’m mainly interested in is, 
“Will it keep an old lady warm?’ ” 

Like that old lady, we salesmen 
are less interested in the mechanical 
superiority of the lines we sell than 
in methods that enable us to make 
more money selling them. Visiting 
speakers at wholesalers’ sales meet- 
ings too often forget that. As my 
friend put it: 

“I’m agin’ all sales meetings that 
are not conducted as intelligently as 
other phases of the business. That’s 
why it gets my goat to have to at- 
tend that meeting tomorrow morn- 
ing.” 
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Paul Dewes and Elsa Willett check their 
stock—one of the largest in the division. 


This gal talked, wore and sold lamps. 


This mass display of some 3200 bulbs 
brought ‘em up at attention. 


AST fall the Van Slyke retail 
store in Buffalo took a national 
prize in General Electric’s Off-The- 
Shelf lamp contest. Nice going. And 
it wasn’t because Van Slyke had a 
local monopoly. There was plenty 
of competition. Within two blocks, 
fourteen other retailers handled 
lamps. But Van Slyke had been 
coached. He knew how to put the 
sock into a lamp campaign. 

Paul Dewes of the H. I. Sackett 
Electric Co., Buffalo, was coach, 
advisor and counsellor. Paul sold 
him a lamp contract two years ago 
and has been working closely with 
him ever since. For with Dewes, 
when the contract is signed, the real 
selling begins. 

“Lamps”, says Paul, “are ‘Im- 
pulse merchandise.” By that I mean 
people buy on the spur of the mo- 
ment; if and when they’re remind- 
ed. That is the big idea. Every one 
knows what a lamp is and what it 
will do. So the retailer doesn’t have 
to sell the need for lamps. But he 
does have to sell-up his customers 
from 25- and 40-watt bulbs to the 
larger sizes. And to get real re- 
sults his clerks have to keep ham- 
mering lamps to everybody, every 
day.” 

By following that plan, Van 
Slyke landed in the G. E. National 
prize class last fall. Here’s how he 
did it. As the campaign got under 

















Within two years Paul Dewes built a Buffalo retail 


store into a national prize winner. Paul is more than 


a salesman; he shows them how fo sell. 


way, Dewes helped the clerks de- 
velop displays. They used one en- 
tire window to stop window-shop- 
pers. In it, some 3200 bulbs of all 
sizes were massed around a card- 
board cut-out. Prices were high 
lighted. This window was kept in 
for four weeks. 

Also, when customers entered the 
store they were again reminded of 
Mazda lamps. Two large displays 
told the story. One was on a coun- 
ter, the other along a wall. But the 
lamp-reminders didn’t stop there. 
The clerks mentioned lamps. They 
talked bigger bulbs and cartons in- 
stead of one-at-a-time. The cus- 
tomers saw, heard and bought. 

In the meantime the Sackett Com- 
pany was running a campaign of its 
own tied-in with the “Off-The- 
Shelf” drive, and preaching the 


HE WANTED TO MAKE MORE MONEY! 
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lamp gospel to every account, help- 
ing them sell. 

“An important part of my job,” 
says Dewes, “is to check retailers’ 
stocks and displays. For instance, 
during that fall contest I visited 
Van Slyke’s every day I was in 
town. If the stock of any lamp was 
down, we sent over another load 
either that day or the next at the 
latest. But I always chatted with 
the clerks and tried to keep them 
interested. Because, after all, they 
could make or break me. I needed 
their support.” 

And so Paul Dewes goes on 
selling lamps by making merchan- 
disers of the dealers. The future is 
even more encouraging. Right now 
the 60-watt lamp is Sackett’s best 
seller. Not long ago the 40-watt 
bulb was popularity queen. Dewes 
believes the 100-watt lamp will soon 
step into first place. 
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By M. Bridstone 


HAT information clerk can be a 

big help—or a big hindrance. It 
wouldn’t be so bad if this one wore 
a badge, “Kid me: I love it,” and 
that one had another reading: “Sit 
down and shut up.” But they don’t. 
So it’s a little hard to tell how they 
are going to jump. At the same time 
it certainly pays to gain the coopera- 
tion of the young thing who can 
either keep you out or get you in. 

Here are some rules on how to 
sell the information clerk FIRST, as 
gathered from twenty years of active 
duty— 

1. Find out her name and address 
her as “Miss Brown” the next time 
you call in. But don’t ask her what 
her name is. Part of the effectiveness 
of this approach is the surprise and 
the wonderment, “How did you find 
out my name?” she asks. And don’t 
tell her you asked a clerk out in 
the hall. 

2. State your business clearly. Tell 
her whom you want to see, your 
name, who you are with. Don’t try to 
get past her on the pretext that you 
want to see her boss on a “personal 
matter.’ Trying to fool her is bad 
business. And you really can’t any- 
way. 

3. Don’t kid in the outmoded oh- 
you-beautiful-doll manner. They see 
it done better in the movies now- 
adays and the too heavy line is apt 
to go into a tailspin. But sincere com- 
pliments are quite another matter. 

I was in the outer office of a large 
company, presided over by a beauti- 
ful, but very frigid blond. SHE wore 
a sign, all right. It said “Don’t kid 
Me!” In came an impeccably dressed 
young man, a perfect life of the 
party type, and I saw the blond 
freeze up warningly as he smiled at 
her in his winning way. He got out 
a pencil, poised it over a notebook. 

“Will you tell me,” he asked, “the 
name of that shade of blue you are 
wearing?” 

“Why, it’s called Skipper blue,” 
she answered. 


“Thanks. I want to remember 
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THE FRONT GIRL” 



































































































Galloway 


You Must Get Past Her 
Before You Sell Her Boss 


that. It’s an unusual blue and you 
wear it awfully well, too.” 

Then it was her turn to say 
“Thanks” and to de-frost, even to 
the extent of telling the salesman 
that the big chief did not go out for 
lunch, and that a fine time to see 
him was at 12:30, just after he had 
a sandwich at his desk. And that 
chap got the business. 

4. Never almost make a date. If 
the girl strikes your fancy make 
your date and go through with it. 
But don’t kid a gal along, while you 
report in with the regular girl friend, 
and then wonder why the one you 
almost dated goes sour on you. 

5. Base all of your selling at the 
front desk on the theory that if you 
are sincere and friendly, the informa- 
tion clerk will return in kind. Sin- 





cerity and friendliness can take the 
form of a Christmas box of choco- 
lates. It can be conveyed in just the 
remark: “Been on your vacation 
yet?” If when she replies in the 
affirmative, you show interest in 
where she went, what kind of a time 
she had. You may be sweating all 
summer, without taking a day off, 
yet you can be brightly enthusiastic 
about everybody’s else vacation. 

Another sincere and friendly way 
to get notice from the front desk 
is to use your eyes and ears. If she 
is particularly good tempered under 
all kinds of exactions, comment on 
this. If she shows especial efficiency 
and business judgment, comment on 
this. Begin your sales approach with 
the girl who takes in your name. 
It pays. 
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| LITY sees it in terms 
will maintained, 
needs eliminated. 


THE WHOLESALER sees it in terms 


of merchandise to be movéd. 
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eliminated but satisfaction created. 





THE HOUSEHOLDER sees it in terms of 


attractiveness, safety and simplicity. 





en at work in one field for more than 45 years naturally 
penetrate to a greater depth, a better solution of prob- 
ms. That's the story in simple terms behind Cutler-Hammer's 
Pgineering Leadership . . . behind the knowledge that 
Lehi C-H Service Control what it is today. Regardless of 


le problem, regardless of whose need is at stake ... 
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By 


Earl Whitehorne 


TERRITORY? 


AY what you will, the salesman is king in the electrical whole- 

saling industry. That is, collectively he is king. For whole- 
saling is a selling business. Warehousing is secondary. So is all the 
rest. But most salesmen don’t know that they are kings. They talk 
about ‘my territory”—but they don’t rule. And this is bad for the 
whole electrical industry. 


ROSPERITY for electrical men hangs on the sale of more and 

more electrical products. Some 5,000 wholesaler’s salesmen do 
this front line selling. If they do a 50 per cent job, we electrical 
men enjoy 50 per cent prosperity. If they,do an 80 per cent job, so 
much the better. But what do they do? 


Well they have done enough in the past to bring us where we 
are. Stout fellas! I thank ’em kindly. And now what? They are 
still doing well. But I believe that if the average salesman would 
quit thinking that his territory is his own personal property, he’d 
sell even more goods and make more money. 


The fact is, of course, that these territories really belong to the 
whole electrical industry. It’s all we’ve got! Together they form 
the entire market for everything electrical. Each part of it is price- 
less now—and vital in it’s future promise. 


So when a salesman gets a district—it is not given to him, at all. 
God bless him! Why, that territory is more valuable than he is. 
It’s just entrusted to him—to serve and to develop. It’s like a 
section of good corn land. No man should have the use of it, unless 
he both maintains fertility and produces a full crop. 


SALESMAN in a territory, therefore, is not free to do just 

as he likes. He should not specialize on favorite lines nor 
spend his time with preferred customers. It’s not enough, either, 
just to work hard and make a living for his family. For how about 
the rest of us? 


Selling is only part of a real salesman’s job. Then come the 
pioneering of all new products, the development of all potential 
buyers—next year’s new customers—and the organizing and direc- 
tion of supporting industry resources behind his work. That means 
manufacturer’s experts, utility men, promotion, demonstration, 
experience, testimonials. Beyond all this, lie the study of consumer 
needs, the charting of the market, the watching of weak spots, self 
education and the moving curve of accomplishment. 


A man can ride a territory or he can rule it. But only the sales- 
man who rules can be a king. 
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HERE are a lot of funny ways 

to get into the electrical whole- 
saling business. J. B. Dunn of 
Tower-Binford Electric & Manu- 
facturing Co., Richmond, did it by 
going hunting. Not such a bad 
idea. But that is not the way he 
has stayed in. He had another idea 
for that. 

This other idea, like anybody 
else’s genius, evolved over a period 
of thirty-seven years. It can be 
simply stated. Dunn says that this 
business has passed out of the stage 
where salesmen hold customers by 
friendship, or accounts stay put just 
out of habit. Modern competition 
is too keen for that. The pressure 
of price is too strong. As a result, 
you can only rely on actual service, 
a service that actually brings in- 
creased production to industrial cus- 
tomers and more sales to dealers. 
And that’s the policy that Dunn has 
built his progress on. 

Now about the hunting. It seems 
that one day in the fall of 1901, 
“7.B.”, in his home town of Bland, 
Virginia, had a long distance phone 
call from a stranger in Pittsburgh 
who wanted a place to hunt, and 
someone to hunt with. This just 


suited Dunn, for outside of hunt- 
ing, golfing and fishing, he has no 
hobbies ; so the date was made. The 
stranger turned out to be Mr. L. A. 
Osborne of the Westinghouse Elec- 
tric and Manufacturing Company. 
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He became interested in “J.B.” and 


wanted to know something about 
his background. 

So Dunn related that he was a 
native, raised in the hills. He had 
gone to local high-school and had 
just finished at Roanoke College. He 
was trying this and that with an 
eye towards selling. Well, that two 
weeks of hunting led “J.B.” into 
the electrical industry. For when 
Mr. Osborne was ready to return 
to Pittsburgh he offered “J.B.” a 
job in the Westinghouse plant. That 
settled it. Dunn waved good-bye to 
his folks and swung on the morning 
train. 

He started in the store-room. 
Then he was transferred to the sales 
correspondence department. There 
he learned about customer satisfac- 
tion. He spent nine years in the 
steel town before he was moved 
down to the Richmond office. Two 
years later, in 1912, this branch was 
Sut Virginia still looked 
good to him. He didn’t want to 
move to another Westinghouse 
office. He resigned and walked over 
to the Tower-Binford Electric & 
Manufacturing Company for a job. 
He has been there ever since—and 
going places. 

Dunn doesn’t believe the basic 
selling principles have changed much 


HE WANTED TO MAKE MORE MONEY! 


closed. 


J. B. DUNN 






of Richmond 


He went hunting 
and bagged a career 


since 1901 when he began. “As in 
the old days, good salesmen give 
better service than the ordinary 
, he says. “I use the word 
‘service’ in the broad sense”, he 
explains. “Salesmen must know the 
lines they handle and their proper 
applications. More than ever be- 
fore, they must know customers, 
and work closely with contractors 
and dealers to help them make a 
profit.” 

And then he adds another point 
of major importance. “The sales- 
man has no control over the ware- 
house men or the office force, but 
they are vital to his success. He 
can offer suggestions and cooperate 
with them. He can get their help 
behind him, and if he does not he’s 
licked.” 

Tower-Binford has been in busi- 
ness 49 years, and kept in step with 
the times. The boss, Mr. George A. 
Tower, sees to that, and the organi- 
zation runs smoothly. Dunn says, 
“These days competition is tough, 
and the one way to beat it is by more 
aggressive and intensive merchan- 
dising. Sut I don’t mean _ high 
pressure selling. I mean offering 
ideas that help the customer. Too 
many salesmen misunderstand sell- 
ing. They think it means ‘load ‘em 
up’. But that simply leads to lost 
good will.” 

In 1925 Dunn began represent- 
ing his firm at the NEWA conven- 
tions. Since then he has served on 
most of the committees. At the 
last meeting he was elected to the 
executive committee. “J.B.” also 
gets time at the conventions to play 
some golf. And he’s good—shoots 
anywhere between 75 and 85. 
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HREWD buyers of heavier 

insulated cable order exact 
lengths; so the electrical wholesaler 
must have some husky young ex- 
grid stars around the works to 
wrestle reels. Not so with Miller- 
Seldon Electric Company of Detroit. 
Here the job could be done by a 
flyweight, thanks to the mechanical 
ideas employed. Being blessed with 
a big motor repair shop full of ma- 
chines and welders, this company 
made what it takes to dispel human 
effort. 
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No Bull-Dogging—Cable wrestling replaced by mechanical 

devices permit Arthur A. Weitschat and Thomas E. Shreves 

to render snappy big-cable service at the Detroit Miller- 
Sheldon warehouse 













Reels Galore—Heavy ones weigh 3000 pounds, but don’t 
bother the gang. Footage tags are clipped in wire spikes 
that are stuck in the reel rims to avoid looking on the 
sides of close-quartered reels 





Closeup—Rugged windup, with two-speed geared drive, works by foot 
treadle to reel cable through measuring cut-off stand from steel payout 
rack, quick and easy. 


Cable Record—As cutoffs are made from new reels the subtracting 
appears on the back of cards like this. Spike card-holders are stuck 
into the reel rims 


Reels of 500,000 cm. to 1,000,000 Next the operator sticks the free 


cm. cable, weighing up to 3,000 end of the cable under a broad 
pounds, are grabbed off the floor spring-tension measuring wheel that 
and rolled along to the chopping clicks off footage. Meanwhile the 
block in jig time. Detroit has a desired cable length is being re- 
habit of doing things quickly. One reeled on a heavy-duty wind-up 
man picks up the reel with a two- stand. 

ton Yale chain hoist, and rolls it Miller-Seldon salesmen tell their 
over to the rugged steel payout customers about this modern gear 
frame. Here the steel crossbar ot as an evidence of efficiency, a guar- 
spindle is lowered into one of sev- antee that their costs are low and 
eral notches according to the height therefore their prices can be at the 
of the reel. Free to pay out its con- bottom. Other houses have similar 
tent, the reel is no further worry. good points that help their selling. 
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about the model wiring job of 
Westinghouse Dairy Electrical 
Proving Farm, Webster, NV.Y. 


Cable chosen throughout was Anaconda 
Durax Non-Metallic Sheathed Cable. 





















No wire less than No. 12 was used. 
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...the rip cord in Anaconda Durax ...the extra-heavy, me weight —_ off the paper tape. Code 
FASY makes opening outer covering easy. SPEEDY outer sheath is pulled back double SIMPLE rubber compound comes away 


A work-saver you'll appreciate. quick! No waste motion here! easily from copper conductors, 










A sound choice it was...this selection of Anaconda Durax for 

the model farm wiring job of Westinghouse Electric & Mfg. 

Write for | Company at Webster, N.Y. And the fact that No. 12 was the 

this FREE smallest wire used is a useful lesson in adequate wiring. The 
Booklet! ease, speed and simplicity of installing which made Westing- 

house select Durax Non-Metallic Sheathed Cable is the best 
reason why this cable will help the wholesaler and electrical 
contractor. Let us tell you all about it. Get this booklet. sss 


vanoonn ¢ Aaaconda Wire & Cable 


ANACONDA WIRE & CABLE CO., Generali Offices: 25 Broadway, New York « Chicago Office: 20 N. Wacker Drive 








Subsidiary of Anaconda Copper Mining Company + Sales Offices in P1 incipal Cities 
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MORE SECURITY 


NON -RAVELING 
STRAIGHT TEARING 
HIGH TENSILE STRENGTH 
HIGHLY INSULATING 
STRONG ADHESION 


Tune in—U. S. Royal Master Tire FF 
Program and Ben Bernie, C.8.5. 
Wednesday Evenings. 


ALSO MAKERS OF U. S. ELECTRICAL WIRES AND 
CABLES, LINEMEN’S BLANKETS, SWITCHBOARD MATTING 
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FUSES READILY | 
HIGHLY INSULATING 
HIGH TENSILE STRENGTH 
GREATER ELONGATION 
BETTER SPLICER 


7 United States Rubber Company ("@ 


i September 1938 — THE WHOLESALER’S SALESMAN 21 








Hear the G-E “Hour of Charm”! Dorothy Thompson, 
Phil Spitalny’s All Girl Orchestra. Every Mon. 9 to 9:30 
P.M., E.S.T., N.B.C. Red Network, (begins Oct. 3rd). 





G-E Light Conditioning dealers, supplied with special 
information, materials, and adequate lamp stocks will 
be specially trained to offer a light conditioning service. 





a oe fe tp 

Nine full pages in the Saturday Evening Post, seven 
in Collier's, and six in Liberty will constitute the back- 
bone of the light conditioning advertising campaign. 


z DAILY 









PLAS DEALER 


BY FAST, 


CLEVELAND 











G NEW Ss with EN : 


BUFFALO EVENIN 


: © 4 
Leading newspapers in many of the nation’s major 
cities will serve to point up General Electric’s light con- 
ditioning campaign in local communities. 







HOW G-E WILL PROMOTE 
LIGHT CONDITIONING 
NATIONALLY THIS FALL 


ENERAL ELECTRIC plans the biggest pro- 

motional campaign in history this fall to 
develop the principle of Better Light-Better Sight. 
Theme of this'campaign is Light Conditioning. 


“LIGHT CONDITIONING DEALERS” will recommend 
the right size bulb for every lighting need. They’ll 
be enterprising G-E lamp agents who will have 
had a special course of training to qualify them as 
Light Conditioning specialists. 


RADIO ... The General Electric “Hour of Charm” 
with Dorothy Thompson, Phil Spitalny and his 
famous All-Girl orchestra, will carry the story of 
Light Conditioning to a potential audience of 
every wired home in America. Every Monday 
evening, 9 to 9:30 E.S.T., coast-to-coast N. B. C. 
Red Network. 


MAGAZINES ... the most concentrated campaign 
G-E has ever run in the Saturday Evening Post, 
Collier’s, Liberty, American, Cosmopolitan and 
Redbook ... including 22 full pages in sixty days! 
The full page advertising starts about September 
15th and runs thru the latter part of November. 


NEWSPAPERS... . hard-hitting newspaper campaigns 
in many major cities . . . planned to coordinate 


with utilities’ own fall lighting campaigns. 
eee 


Line up your G-E lamp agents now. Urge them 
to tie-in with this big fall campaign by displaying 
lamps in their windows, on their counters, and in 
their stores. General Electric Co., Dept. 166, Nela 
Park, Cleveland, Ohio. 
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UGUST is gone. Just three 

and a half months are left for 
building up the Christmas market. 
That is none too much. 

The usual method of selling the 
holiday lines is to let the calendar 
drive the dealers to you. Then a 
series of promptings gets you down 
to orders and you do the best you 
can. But this old year is different. 
There is a special opportunity. 

Most appliance dealers right now 
are a bit on the gloomy side. Times 
have been bad. Their sales have 
been off for a long while. But here 
comes something. Things have al- 
ready started to pick up. The daily 
news is good and getting better. 
So we're going to have a better 
Christmas than most dealers now 
expect. It will be better than last 
year. That is, it will be much better 
for that dealer in each town who 
sees his chance, gets ready quietly, 
and—when the time comes—steps 
out and bags the business. 

And so last month, a plan was 
recommended here, whereby you, 
the wholesaler’s salesman, can set 
up a planned build-up for your 
Christmas selling. And some defin- 
ite suggestions were made—how to 
organize yourself during August, 
how to select your dealers, how to 





peo 





get ready for an early start. Sev- 
eral things to do were set down :— 


1. Pick out and list the holiday lines 
that you will concentrate on. 

2. Select and list the hand-picked deal- 
ers you are going to sell on your special 
Suild-Up Plan. 

3. Check up and list what supporting 
services you can use—manufacturers’ field 
men, demonstrators, trailers. 

4. Make out a sheet for each dealer 
setting down his facilities for display, his 
capacity for sales. Definitely plan what 
you should sell him, what dealer-helps he 
should receive, how big a program should 
be scheduled for him. 

5. Tally and total these dealer’s sheets 
on a master Christmas Build-Up Sheet 
to show what the whole program means 
to you—in market and commitments. 

6. Notify your sales manager what you 
are selling. Advise the manufacturers 
and sew them up for the cooperation you 
will need. 





When you have completed this 
planning process, you are ready to 
move on from planning to the build- 
ing operation. If it was not done 
in August as recommended—the 
planning can still be completed. But 
you need September for another 
step and a vital one. For this month 
your plans must be carried to the 
dealer and become his plans. This 
month the program must begin to 
roll all down the line. And here’s 


Your Build-Up for Christmas -- - 
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what to do. It breaks down into 
three parts— 
here’s how— 


-three operations—and 









PART 1, 
SEPTEMBER PREPARATIONS 





Step |. Route Your Sheets 


You will have prepared a typewritten 
form sheet for each dealer scheduled for 
this campaign. It will list what selling 
he is capable of doing, how much h 
should buy. Sort them into daily batches 
for your four weeks September selling 
Plan each day’s travel. Lay this out so 
you can grab each day’s cases and drive 
to them ready for action, with sheets 
complete. You can’t afford to lose time 


e 


te, Wee - 
over loose ends. 


Step 2. Your Bag O'Tricks 


1 


Get ready your exhibits that will help 
You'll want a full set 
of dealer-help material—catalogs 
—to show each dealer what he can have, 
how he can use it. Have a set of calendar 
sheets marked to show a smart schedule 
of activities from October to Christmas. 
Make up a kit of samples of small spe- 
cialties that make good pick-ups for shop- 
pers. Organize the outfit handy for your 
car; so you can work fast and make a 
strong impression on your dealers and 
mow ‘em down. 


sell each dealer. 
samples 


Step 3. Advance Appoint- 


ments 
Write every dealer at least a week 
ahead making a definite appointment. 


Have letters go out automatically from 


24 











ee 


City department store to small 
town dealer—they all sell ap- 
pliances. Your Christmas Build- 
Up fits them all. 





Make ’em sound 
Set a definite time—early morn- 
ng, lunch, mid-afternoon or dinner 

when you and the dealer are to plan his 
campaign. This will impress him. It will 
save you time. It will make possible the 
three or four calls you must button up 


he office each week 


1 


each day. 


Step 4. Advance Reminders 


\lso, don’t trust them to remember. 
Each day, from wherever you are, send 
m post cards to the dealers you have 
dated up for the second day ahead. Say 

“Don’t forget. Hold open the time 
I'm bringing a special plan for you. It’s 
money in the pants.”—or something per- 
sonal. The whole program will depend 
on covering your picked dealers. Don’t 
risk delays that will gum up your sched- 


ule. It will need all your time. 


THE WHOLESALER’S SALESMAN — September 1938 


PART 2, 
SEPTEMBER SELLING 


Step 5. Impressive Approach 


These visits must not be ordinary calls. 
Build up an atmosphere. This is some- 
thing special. You and the dealer are in 
cahoots this time—planning to run away 
with the Christmas trade in that town. 
It's secret, important, pressing. You can't 
talk over the counter this time—dis 
tracted by customers. Take him into a 
corner, your hotel room, or a restaurant 
It’s confidential. It won’t wait. You two 
1ave a formal appointment. Put it over. 


] 
i 


Step 6. Hatch The Plot 


You are there not just to get an order, 
but to hatch a plot, to launch a plan. 
Make each dealer realize that you bring 









1 


lim a studied individual program—just 
for him. 
jump on his competitors and cop the 
Christmas money. It calls for planning, 
for team work. You two are doing it 


It will enable him to get the 


together because you will both profit. 
Take out his special sheets and work it 
through together. Set down what he will 
do—what you will do. 


Step 7. Plan Activities 


Discuss what selling activities this man 
should schedule 
and opportunity—his location, size and 
type of store and windows, his staff, his 
class of trade, his temperament and per 
sonality. List down—hand-tailored for 
him—a program for October, November 
and December ; a series of activities—dis- 
play features, sales, advertising, direct 
selling, telephone drives, store receptions, 


according to his ability 

















SEPTEMBER CHECK LIST 





for Your Christmas Build-Up 


19 THINGS FOR YOU 
TO DO:- 


. Pick out the holiday lines you will 
feature. 


. List the hand-picked dealers you 
will work with. 


. Organize your supporting services 
—demonstrators, trailers, dealer- 
helps. 


. Make dealer sheet for each local 
program. 


. Route dealer sheets for September 
whirl-wind calls. 


. Prepare exhibit of dealer-helps to 
carry in your car, and show it on 
every call. 


. Make advance appointments for 
each days calls. 


. Send reminders two days before 
each appointment. 


. Work out an impressive approach 
when you call. 


. Hatch the plot with each dealer 


for his local program. 


. Work out each dealer's schedule 


of activities. 


. Schedule each dealer's supporting 


service—display, demonstrators. 


. With each dealer select the mer- 


chandise to fit his plan. 


. Arrange the order schedule for the 


Build-Up. 
Implant enthusiasm when you leave. 


Phone each dealer two days after 
you call. 


. Drop him a letter in a week still 


building confidence. 


. Organize tickler follow-up on each 


local program to be operated from 
your office. 


. Call back and keep the Build-Up 


boiling. 


8 THINGS FOR YOUR 
DEALER TO PLAN 


. Allot a schedule of window space 
to your lines. 


. Arrange prominent store display of 


your leaders. 


. Schedule store demonstrations of 


your appliances. 


. Feature your items in advertising. 


5. Mail out your folders and letters. 


6. Have sales meetings where you can 


steam up his sales people. 


. Enter initial and replenishing stock 


orders. 


Follow through the Build-Up Pro- 
gram—step by step. 
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This is serious business. Don’t try to sell your Christmas 
Build-Up over the counter. Get your dealer out to lunch or see 
him at his office in the evening when you can really tell 
your story. Then give him all you've got. 





or whatever it is that suits his store, his 
neighborhood, his abilities. Convince him 
on each point or leave it out. Make him 
see success in it. Make him want to do 
it. Schedule the week and day tor each 
event—the preparation it calls for. Make 
him agree to the program as a complete 
campaign fashioned for him—the biggest 
thing he’s ever done. 





for closing. The plan itself demands this ach dealer. That means three or four 


( 
Step 8. Plan Support action. The orders follow naturally. letters a day, dictated to the hotel st 





n grapher enthusiastic. confident. Let 
To support this program you have set ach mat e that : no Woates 
PI Is progr : na . ° each man see that you are thinking of 
up, next plan the services you must sup- Step Il. Great Expectations him, still working on his program. Bring 
nd ena my wor gn and rgeog Wind up your call with an enthusiastic ont support tor any point which he may 
aisplays he need, » direct mail ma- ° . . . . h: » hb slow to orac 
2, Ming 525 une nis , _ yicture of what lies ahead. For the first lave been slow to grasp. 


terial. If a manufacturer’s demonstrator 
is in the plan, schedule her to fit with 


1 

i 

time, this dealer has had a Four Months 
: : Planned Build-Up for Christmas Selling 

other dates. Should he use a trailer for | 


sat fle has the jump on every other store Step 14. Tickler Job 
three days—and when? And how about | ; 


8 a Z eae that is approaching the holiday market Ther ‘ ' : 

his mailing list, and its revision? And | “gate ” Sa R gel F len set up at headquarters, in t 
ie , in the usual way. Bring him a vision of : 

what new window furniture or interior 


( 
‘ 


hands of a smart girl, a regular tickler 


: 2 the local flutter this planned campaign as ara saggy pe . 
decoration does he need? \rrange for 1 2 ¢] ii. . system at will follow up right down the 
‘ eae Pl will produce he profit you see coming. ie Or , ‘ 
the development of display ideas, shov : . 4 ne. rsanize in it the future steps of 

pr pia) as, ow Plant strong confidence. Leave him with 49 eae o ont 
him suggestion photographs. Send help his mouth watering al your dealers, sO you can be sure that 
from headquarters when it is due. every step ot each local campaign is 
cared for It will check on dealer-help 


‘ deliveries, orders in, routing of demon- 
Step 9. Pick Merchandise trator 
° strators, and show if the dealer is carr 
p PART 3, are rs, a Ni ler 


ing out the major features of his plan 





Then select that stock that he will need 
to fit the plan. Reach an agreement as SEPTEMBER FOLLOW-UP 
to what the program will demand. Work 
out the assortment of staples, the novel- Step 15. Personal Aid 
ties, the quantities - » will need for ; 
ies rte sy ne — he wil need for Step 12. Use The Phone And in between, and up and down, you 


many in reserve. 





. . ‘ : will be keeping touch Call bz het 
Forecast the probable requirements of When I | back when 


you have gone away don't let assing by ar S if hi a hz 
such a program, backed by all your plans. the dealer’s baie bain Three Ps lever finished the eae of a wales let 
phone each man and pep him up. That Did Ben Green receive those folders last 
Step 10. The Order Schedule means thre or four phone calls a day week? Does Dave Smith’s new window 
Irom where you happen to be. It will b look all right? 
And then you must make plain when worth the time 
all this stock must be on hand, and draw 


up a series of orders, a set of delivery We list here 15 things to do. It 


1 kaa Step 13. Drop A Line 
detail of the program. You need not press \iter a week d li 


rop a line to bolster up It is really just one selling job. 
I = S 


dates. These orders will sounds a lot. But it is not 15 things. 
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$1740 


162 Prizes In All...Your 
Chance For Extra Money 






IN CASH PRIZES FOR 
JOBBER SALESMEN 
=. at” 
=\¢ ¢= 
nl 
pa 


s 
¢ 


An innovation in our Fall campaign, the biggest advertising drive in Silex history, is a national 
$5,040 window contest. 162 prizes for dealers with the winning windows, and 162 prizes, $1740 
in cash, for the jobber men selling those windows. Look at the prizes you have a chance to win: 





DEPARTMENT STORE—UTILITY GROUP 


DEALER GROUP 








25 Third 25 Third 
Pop. of First Second Prizes Pop. of First Second Prizcs 
Class City Prize Prize of $10 ea. Total Class City Prize Prize of $l0ea. Total 
A 150,000& over $25.00 $15.00 $250.00 $290.00 A 150,000& over $25.00 $15.00 $250.00 $290.00 
B 25,000 to 149,999 25.00 15.00 250.00 290.00 B 25,000 to 149,999 25.00 15.00 250.00 290.00 
C 24999 andless 25.00 15.00 250.00 290.00 C 24999 andless 25.00 15.00 250.00 290.00 


All you have to do to be eligible for one or several 
prizes is to sell one of the two Silex Fall Deals to your 
customers. This entitles your dealers to entry in the con- 


With the new Silex line, just out, and two attractive deals, 
one large, one small, you can sell more Silex Glass 
Coffee Makers this year than ever before. The more 























test... if they win, you win. In fact you can win as many deals sold, the more chances for you to win prize money. 
as 6 first prizes, total $250.00 or as many as 6 third prizes, For further details of contest, check your headquarters or 
total $60.00. The Silex Co., Dept. W, Hartford, Conn. 





With the many exclusive features combined in the new Models, 

Silex Glass Coffee Makers will continue to be your best selling 

item: 

1. New upper bowl handle, now unnecessary to touch hot upper 
bowl. 

2. New models .. . redesigned, more beautiful, more graceful. 


3. The Famous Anyheet Control . . . standard on all electric 
models $5.95 and up. Keeps coffee any heat at a turn of the dial. 

4. ‘Quick Cooling" stoves .. . automatically time infusion period, 
brewing completed without removing glass from stove. 

5. Patented Silex Filter that insures clean coffee free of all 
sediment. 

6. Pyrex Brand Glass. 











Typical of the beauty and 
value of the new Silex line is 
the Delray Electric Table 
Model, 6-8 cup, $4.95 black 
trim. Red trim $5.25. 


THERE IS ONLY ONE 





The Silex Co., Dept. W, Hartford, Conn. 
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Jules Sholdar of Triangle 
Electric, Chicago, keeps 
them sold. Here's how he 


does it. 





















































THE DEALER SOLD 


By 
James E. Knowles 


NE of the biggest problems in 

keeping retail outlets sold on 
products is to get proper display. 
Jules Sholdar, who sells for Tri- 
angle Electric Company in Chicago, 
keeps pounding away, continually 
He works 
with all his dealers, but particularly 
goes after those who know that they 


suggesting and advising. 


should dress up their shops but just 
don’t take time to do it. In these 
Sholdar himself places an 
item or two in the window or on 


Cases 


the counter to show how easily an 
attractive display can be put to- 
gether. Then the dealer generally 
finishes it himself, and sometimes 
he will continue to dress up his 
window and counters. 

“While the department store can 


28 





scatter electrical appliances around 
with other goods in its various de- 
Sholdar, “the 
average dealer must display every 
item he 


partments,” says 
has in a relatively 
This 


attractive in 


small 


space. means the displays 


must be themselves, 
and placed so the store won't be 
crowded. Well arranged shops have 
all appliances available on the coun- 
ters so that customers can handle 
them. 


That makes it easy for cus- 


tomers to get the feel of an iron or 
a toaster or to turn the dials of a 
radio. But though the merchandise 
may sell itself, the dealer must sell 


ideas about it. The salesman must 


show him how to bring out these 
ideas—make their goods interest- 
ing.” 

One of the first things wholesal- 


ers’ salesmen have to do, Sholdai 


HE WANTED TO MAKE MORE MONEY! 


says, is to give dealers and dealers’ 
information about 
When goods are not mov- 


salesmen more 
products. 
ing across the dealer’s counter as 
they should it is often because the 
clerks are not well informed. 

“I get some of the boys together 
for a few minutes, and talk these 
things over with them,” he says. 
“IT call the dealer in on the session 
It doesn’t hurt 


to let him hear me encouraging ex- 


if he is in the store. 


tra sales that ring his cash register. 

“Despite the fact that manufac- 
turers furnish quantities of printed 
inatter on their products, the aver- 
age dealer will not take time to di- 
gest the information and see that his 
Also, models 
Wholesalers’ 
salesmen are in the best position to 
get over to their customers the facts 
about new items. 

“A valuable approach on regular 
calls is to begin by telling dealers 
additional about 
have already sold 


clerks do SO too. 


change frequently. 


something some 
item | them,” 
Sholdar continued. “If the dealer 
doesn’t enthusiastic about 
any one appliance he simply is not 
sold on it. I either convince him 
that it is a swell number or take 
it off his hands. [ 
ten, if he is sold on it, he will have 
it prominently displayed. When the 
dealer is sold from the first on a 
new item which may or may not be 
a good selling number, and suggests 
taking a dozen I have another trick. 
[ say, ‘Suppose you take two or 
three and let’s see how they go. 
\ny dealer likes this suggestion. He 
realizes that I do not want to stock 
him up with something that will 
not sell. This method has done a 
lot to instill confidence in me and to 
keep my dealers sold. They know 
| have their interests in mind all 
the time. 

‘Later, 


appear 


Nine times out of 


back, the 


enthusiastic over 


when I call 
dealer is usually 
the new item and places a sizable 
order—and he stays sold. It is not 
that salesmen should hesitate to sell 
in larger quantities. We all want 
to increase commissions. But we 
regular territories, and call 
back on our customers from time 
to time. 
sell them thoroughly at the outset 
than to stock them heavily and per- 


have 
So it is more profitable to 
haps have the item drag on their 


counters. The important thing is to 
keep them sold!’ 
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-PLANNED SELLING 





O. R. Miller of General Electric Supply, 
Seattle, the boy with the dynamite. 


66 HAT fellow is dynamite!” 
“What do you mean, dyna- 
mite?” I asked. ‘‘Does he blow up?” 

“In a way, yes. But I save and use 
all the pieces.”’ 

This turned up in a conversation 
with an appliance dealer in Portland, 
Oregon, applying to O. R. Miller, 
salesman for the General Electric 
Supply Corp. of that city. So I called 
on Miller to find out whether he was 
fired with a detonator or just shot 
plain 550 volts off the line. 

Miller acknowledged the implied 
compliment, but disclaimed any ex- 
plosive qualities. 

“What he means is that I get hot 
over merchandising ideas’, he said. 
“T believe that the present day sales- 
man has got to be doing that. It is 
a sort of obsession with me. 

“There are two kinds of calls that 
are productive as I see it”, he con- 
tinued. “First where a definite plan 
has been laid out in the salesman’s 
mind as to just what he wishes the 
dealer to do, and how it is to be 


Some Ideas To Follow That Assure Explosive Results 


In Dealer Appliance Promotion 


By Henry W. Young 


done. Obviously it is first necessary 
to know where weaknesses are de- 
veloping or where improvements can 
be made. Consequently there is al- 
ways a certain proportion of routine 
survey calls. 

“On these surveys I am not out 
after orders as much as facts. If the 
particular dealer is slowing up, I 
already know it. Then I study his 
stocks, his display, his advertising, his 
attitude toward the line. I make 
notes on a piece of paper as I go 
along. Then when it comes time for 
approaching him on the matter I[ tell 
him that I have thought of some 
things that I believe can be worked 
up to help his selling. I make an 
appointment with him to lay the plan 
before him. Naturally, he agrees and 
is impressed. When such a plan is 
ready, that you have worked out 
yourself and believe in, you can pre- 
sent it with the enthusiasm of your 
convictions. 

“T’ll give you one example. On 
one survey call I got into a sort of 
graveyard in the rear of the store of 
one of these ‘off with the old, on 
with the new’ sort of fellows. There 
was a corner full of vacuum cleaners, 
all new and of all models. There 
they stood because he had got inter- 
ested in something else. So I went 
away, explaining that I would come 
back with a plan. 

“It happened that we were just 
making arrangements for a_ large 
newspaper announcement of a cer- 


HE WANTED TO MAKE MORE MONEY! 
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tain model of cleaner with attach- 
ments to be offered at an attractive 
price by sponsoring dealers appearing 
in the advertisement. They were to 
take half a dozen of the machines, 
and pay their 50-50 of the advertis- 
ing costs. 

“The plan that I laid down to this 
dealer was that he come in as a 
sponsor in the big advertisement, and 
take his quota of machines. Then I 
would come and personally arrange 
for his display during the week of 
the ad, and would also furnish the 
services of a demonstrator. He, in 
turn was to select some inexpensive 
but general utility piece of merchan- 
dise to offer as a premium induce- 
ment to help sales along. I showed 
him how to work out a return card 
announcement tie-in, and also get a 
live prospect list. Finally the plan 
called for the resurrection of the 
whole graveyard of vacuum cleaners, 
brushing off the dust, pricing them 
appropriately, and getting them on 
the floor where they could be moved 
under the impetus of the sale. 

“The result was a unified plan, 
fairly pretentious, but not a single 
detail essentially new or unusual. He 
saw an opportunity, took it, and the 
sale was a success. At the same time, 
it gave me something special to sell, 
instead of merely going in and asking 
him to sponsor an advertisement. 

“That, in a general way, illustrates 
what I mean by planned selling’, 
he concluded. “If you call that dyna- 
mite, then I'll try to be Mr. Du- 
Pont.” 
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Coast Distributors 
Form Institute 


Need for group action to deal with 
present day problems has brought appli 
yutors in Northern Cali- 
er in the Pacific \ppliance 
Membership consists of 


ance distri 
fornia toget 
Institute. 

major distributors and producers ol 


h 
radios and refrigerators. 

N. J. Etienne has _ been 
secretary-treasurer and managing di 
rector of the Institute. For the past 
ten years he managed the appliance 
department of Chanslor & Lyon Stores, 
Inc. Before that he spent four years 
selling for Zenith. 

Directors are Stanford Berry, House 
hold Products Co.; H. R. Curtiss, H. R. 
Curtiss Co.; George P. Egleston, H. R 
Basford Co.; C. A. Goodwin, Jr., G. E 
Supply Corp.; R. C. Gray, Remler Co,. 
Ltd.; H. E. Lapkin, Coast Radio Sup 
ply Co.; P. H. Lyon, Chanslor & Lyon 
Stores, Inc.; Alfred H. Meyer, Leo 
J. Meyberg Co. and Caleb Sharrah, 
Thompson-Holmes, Ltd. 


appointe d 


Champion Electric 
Opens in Cleveland 


The Champion Electric Co., one of 
the early manufacturers of food service 
equipment, formerly at Northfield, Ohio, 
began operations in Cleveland recently. 
The company is manufacturing electric 
eriddles and hot dog steamers. Head 
quarters are at 1625 E, 41st St. 


Milwaukee Holds 
Selling Rally 


More than 6,000 salesmen and bu 
ness leaders recently crowded into t 
Milwaukee Auditorium for a “Sales 


Ee he od 


at 


WITH THE APPLIANCE PEOPLE 











Mean Jobs” rally. Frank W. Greusel, 
president of the Wisconsin Radio, Re- 
frigerator and Appliance Association, 
was chairman of the rally committee. 
Speakers were Hammond U. Mann, 
sales manager, Electric Vacuum Cleaner 
Co.: DeLoss Walker, associate editor, 
Liberty; Fred H. Clausen, vice-presi 
dent, U. S. Chamber of Commerce 
and Charles E. Neidhoefer, president, 
Milwaukee Association of Commerce. 
Electrical salesmen were _ further 
eladdened that week by an announce- 
ment of The Milwaukee Electric Rail- 
way & Light Co. that its electric rates 
would be reduced $132,000 annually. 


R.C.A. Holding 
Television Schools 


Feeling that now is the time to tell 
what it is all about, R.C.A. Institutes 
is conducting a series of courses on 
television. For those who have had no 
experience in radio engineering, the 
course requires two years in day school 
or five years in the evening school 
Special courses of six months duration 
in the day school or one year in the 
evening school are available to those 
technically trained. 


Harkness Manages 
Northern Electric 


Colonel R. D. Harkness was recently 
appointed vice president and general 
manager in charge of manufacturing 
and sales for the Northern Electric 
Company, Ltd., Toronto, Canada. 

Coming to the company in 1911 after 
graduation from Queens University, 
Kingston, he became succesively as- 
sistant cable sales manager, manager 
of the company’s Winnipeg branch, 


Pat 


ty 21 
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LOOKING IT OVER. Three of the boys are with Esco Electric Supply, Albany, 
N. Y., and the fourth gentleman sells for Standard Elec. Mfg. Co. From the lett, 
J. A. Goodman and L. D. Youmans, both of Esco, H. P. Deneson, Standard, and 


A. L. Scott, general manager of Esco. 





Y 


SPECIALIZING does it for H. S. Wig- 
gers of G.E. Supply. Portland. And 
take his word for it, because he went 
108 per cent over his sales quota on 
major appliances, putting him in third 
place among all G.E. Supply salesmen. 
He usually pushes one line at a 
time and right now he’s plenty in- 
terested in the dishwasher and dis- 
posal equipment. The best market for 
these products is the small restaurant. 
And to sell ‘em, Wiggers puts on dem- 
onstrations. 


telephone contract manager, and gen 
eral commercial manager. In 1933 he 
was made assistant vice president, in 
which position he continued until his 
recent promotion. 


Philco Newspaper 
Advertising Campaign 


Of interest to wholesalers and dealers 

is Philco’s nation wide newspaper ad 
vertising campaign, scheduled to start 
this month. This series will feature 
Philco’s “Mystery Control” which 
makes possible the operation of the set 
from a remote point. Plans call for 
starting the campaign with 1640 line 
ads in large cities, supported by dis 
tributor and dealer advertising. 


Housewives Know 
Cooking Costs 


Before going into the electric range 
business, Frigidaire decided to find out 
what range users thought their cook 
ing costs amounted to. They made their 
survey last summer, revealed the re 
sults last month. The fact finders, to 
get a true picture, covered all sections 
of the country, big towns and little ones. 
They asked users just one question— 
“What do you think your cooking cost 
was for last month?” 

Most of the women knew exactly, 
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others had a good idea. The average 
for all territories was $2.30 per month, 
while 80 per cent of the people inter- 
viewed said their average bill was under 
$3.00 a month. 


Chicago Gals 
Selling Electricity 


Once again the Women’s Division of 
the Electric Association of Chicago will 
conduct a series of meetings to show 


housewives the advantages of living 


electrically. To date, 1500 reservations 
have been made. The first gathering 
will be held October 18 in the audi- 
torium of the Chicago Lighting Insti- 
tute and the series will wind up April 
11. 
Danley Heads 
Air Conditioning 
P. Y. Danley has been made head 
of Westinghouse’s newly formed air 
conditioning department. He is re- 
sponsible for all commercial and resi- 
dential air conditioning activities and 


East Springfield, 
Myers has been ap- 


headquarters at the 


Mass. plant. S. F. 


pointed assistant manager with offices 
at Chicago. Danley has made H. F. 
Hildreth responsible for the sale of 


1ome conditi 


oning equipment, 





DOWN TO DETAILS are A. E. Pierce, 
manager of G.E. oil furnace sales, 
C. G. Rood, from the Chicago district 
and Willard Brown from out Los An- 
geles way. They’re plenty pleased 
with the new line. 


Management Men 
At Washington 


The Seventh International Manage- 
ment Congress, the first of the triennial 
to be held in this country, 
will convene September 19 at Washing- 
ton, D. C. and adjourn on the 23rd. 
Addresses and papers by 200 manage- 
ment experts will develop the themes— 
“Recent Developments In Management” 
and “Economic And Social Aspects Of 
Some 2000 Americans 
and 500 representatives of other nations 


meetings 


Management”. 
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Western Radio 
Appliance Dinner 


“Sam” Vining put on his egg cook- 
ing act, R. C. Cameron launched his 
“Salesman’s Crusade’, and L. J. Stutz 
brought Charlie McCarthy and Edgar 
3ergen by leased wire from Hollywood 
to make the Western Radio and Appli- 
ance Trade Dinner, held in connection 
with the fall market week of the West- 
ern Merchandise Mart, San Francisco, 
July 27, the most rousing of such trade 


£.. 








widespread acceptance, its sponsorship 
by all manufacturers and dealers, and 
its possibilities as a means of getting 
business moving. L. J. Stutz, general 
sales manager, Majestic Radio and 
Television Corp. although delayed by 
line trouble, produced a telephonic ap 
pearance of Bergen and his dummy, 
after admonishing dealers to avoid the 
merchandising methods of cut 


competition, and advocating the 


“crazy” 
throat 
sale of radio sets in three brackets 


set, 


a . 


+ 


he 


small the companion set, and the 





Stutz, Vining and Cameron—in action 


dinners in several years. Vining, in 
charge of department store sales for 


Westinghouse Electric & Manufactur- 
ing Co., Mansfield, topped the bill for 
showmanship as he pled with dealers 
for simplicity and human interest in 
selling, dramatizing the inferiority of 
cheap appliances by a spectacular and 
exceedingly funny stunt—cooking bacon 
and eggs on a non-automatic iron. R. 
C. Cameron, sales manager, household 
appliances, for Kelvinator, told of the 
inception of the Salesman’s Crusade, its 


will attend. Details are available from 
Nathaniel W. Barnes, executive secre- 


tary, 347 Madison Ave., New York. 


U.S. Expands 
Rural Program 


the 


3y time July, 1939 rolls around, 
the Rural Electrification Administration 
expects to have spent $140,000,000 dur- 
ing a 12-month period. The R.E.A. is 
now holding a series of meetings cover- 


console. Larry B. Quimby, manager of 
the appliance department, John Breuner 
Co., Oakland, was chairman of the din 
ner meeting packing the big Mart Club 
to its 1000 capacity, and E. J. Hinchey, 
vice president of James Graham Manu- 
facturing Co., San Francisco, was toast- 

he dinner came in the midst 
a week of showings of all new ap 
pliance and radio lines by practically all 
the distributors in region on the 
two floors of the Mart devoted to appli- 
ances, housewares and lamps. 


Cc 
master. TI 


of 


+} 
tne 


ing various projects and Administrator 
John M. Carmody estimates that be- 
tween 420,000 and 450,000 
will be added during the period. 


customers 


Hobb Takes 
New Lines 


The staff of Hobb Electrical 
Supply, Inc., New York, is out pushing 
two new lines—Hamilton Beach appli 
ances and Birdseye lamps. 


sales 





“EVERYTHING NEW” was the theme song of a recent Silex meeting when the 


entire sales staff gathered at headquarters. 


They were in Hartford five days, 


heard all the details, and went back to their respective territories, set to take part 


in the “Silex Golden Harvest’. 
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“He sells the 





TOASTER 





2'/2 gallon cans, and many cartons of 
packaged ice cream. MADE BY... 
Frigidaire, Dayton, Ohio. 


DESK LAMP 

















FEATURES . . . Chrome plated doors; 
black enameled ends, base and top. 
Eight inches high. DETAILS . . . Flat 
nichrome wire element wound on mica. 
Turns toast. Approved cord and plug. 
Packed 12 in carton. Complete with 
Edison-type socket and plug. MADE 
BY .. . Capitol Products Co., Winsted, 
Conn. 





FEATURES . . . Portable desk or table 
lamp provides rectangular light pattern 
to conform with desk or table area. DE- 
TAILS . . . Reflector measures 20” long 
by 14” wide. Unit stands 21” high with 
edge of reflector 17!/2 “above work sur- 
face. Trough accommodates up to two 
100-watt lamps, but 75-watt lamps are 
recommended. Finish either wrinkled 
statuary bronze or wrinkled black. MADE 
BY ... The Fostoria Pressed Steel Corp., 
Fostoria, Ohio. 


ICE CREAM CABINET 





FLOOR MACHINE 











Sed 


FEATURES .. . For use in small cafes, 
roadside inns, etc. DETAILS .. . Stor- 
age compartment surrounded with four- 
inch thickness of vegetable cork insula- 
tion. Cabinet finished in white Duco. 
Five sizes available. In model illustrated, 
ample room for two 5 gallun cans, two 





FEATURES .. . For complete floor serv- 
ice from scrubbing and refinishing to 
polishing and buffing. DETAILS ... Off- 











‘Junior’ model. 


set motor for balance and ease of op- 
eration. Straight-line-drive. Automatic 
handle switch. Gears housed in grease. 
Eleven-inch size. MADE BY .. . The 
Kent Co., Rome, N. Y. 





ATTIC FAN 














FEATURES .. . For circulating cool air 
and exhausting warm air. Designed for 
homes, clubs, offices, etc. DETAILS... 
Shape of blades assures quiet operation. 
Motor platform on supporting arms 
which are adjustable for proper belt 
contact. Fan wheels available in sizes 
from 24 to 54 inches. Quiet, slow speed 
operation secured through use of V-belt 
drive with motor base underslung be- 
neath fan. Fan wheel reinforced against 
vibration with shaft held in alignment 
by two double reservoir, flange pillow 
block bearings. MADE BY ... Auto- 
vent Fan & Blower Co., 1805 N. Kostner 
Ave., Chicago. 


FLASHLIGHT BATTERY 











FEATURES . Designed to improve 
intermittent service. DETAILS ... Seam- 
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Beat Y our Competition 


and 


MAKE A PROFIT 


With This New 


Sandwich Toaster 

















No. 400 Sandwich Grill, nickel 
plated finish with black en- 
ameled base. Grids have ni- 
chrome element in each, and 
have expansion hinges. Open 
flat for frying. Rated at 550 
watts. 


WRITE NOW for special 
Christmas SALES offer. 


PRODUCTS CO., Inc. 
Connecticut 


CAPITOL 
Winsted 














Coming in 
OCTOBER 


“Getting Dealer 
Helps to Work” 


—complete 
details on how 
to get the most 
out of holiday 

dealer helps 
in the 


SELLING 
APPLIANCES 


SECTION 
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less drawn zinc can and hermetic wax 
seal to insure air-tight closure. Dated 
to insure freshness. ‘Chrome’ process 
incorporated to protect cell against self- 
deterioration. MADE BY .. . Burgess 
Battery Co., Freeport, Ill. 





RADIANT HEATER 


oe 4 





me came sm camel aa a a ca ea 
(ome ae ee oe en ee ero 
ae men ee cee om mee ame we 
. +s — 2 ne ese 
i 
Ss : . / oo 


ram emyere os mem gyn 


FEATURES .. . Radiant convection type. 
Patterned in semi-circular style with pol- 
ished reflector and dark brown wrinkle 
finish. DETAILS .. . Nickel-chrome wire 
heating element. Handle provides por- 
tability. Cord permanently attached. 
Molded rubber attachment plug. Stands 
18-inches high. Rated at 1320 watts, 
115 and 125 volts. Lists at $8.95. MADE 
BY . . . General Electric Co., Schenec- 
tady, N. Y. 


VACUUM CLEANER 








FEATURES . . . Two-speed motor with 
trigger switch at finger tips. Stream- 
lined design. DETAILS . . . Universal 
type motor delivers one-third h.p. at 
high speed; one-fourth minus h.p. at 
low speed. Dynamically balanced arma- 
ture. Automatically lubricated  self- 
aligning bearings. Headlight  illumi- 
nates cleaning surface. Brush type 
double wheels in rear to prevent tip- 


ping. Twenty-five ft. of kinkless cord. 
MADE BY ... The P. A. Geier Co., 
Cleveland. 











WRITE FOR 
DETAILS res: 


oIGNAL 


PRODUCTS 


\ 








In all Signal prod- 
ucts, some of which 
are illustrated here, 
there is guaranteed 
quality—and mod- 
erate prices. Here 
are items that mean 
profit. 





Portable electric 
drills that are over- 
the - counter items. 


Here is OB-8 ‘2 
inch light - duty 
drill, 


All Signal drills 
have ample power, 
proper speed, and 
correct balance. 


« 
OB-4 '2 inch stand- 
ard duty drill. 





Adjustable win- 
dow vent fan— 
inexpensive ven- 
tilation for win- 
dows 24” to 37” 
in width... 
10” quiet type 
fan with alu- 
minum blades 
. + steel frame 
with weather- 
proof shutters. 
List price 
$18.50. 


Built-in type inexpensive 
vent fan—for permanent in- 
stallation. Equipped with 
10” quiet type fan with 
aluminum blades 

steel frame with weather: 
proof shutters . . . French 
gray finish. List price 
$18.50. 





Wall box 
Built-in Vent 
Fan for per- 
manent’ in- 
stallation. 
Adjustable to 
wall thick- 
ness, Equipped with 10” quiet type fan with pol- 
ished aluminum blades; automatic switch and shut- 
ters controlled by opening and closing door. iIn- 
side and outside frames are polished cast aluminum. 
List price $32.00. 


You'll find these Signal products easy to sell and 
profitable. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 
Offices in all principal cities 



























































COOKING CHEST 





FEATURES . . . Complete ensemble in- 
cludes cooking chest, broiler, chrome 
stand and three enameled or aluminum 
pans. Chests may be bought without 


broiler or stand. DETAILS . . . Chest 
of !7-quart capacity. Automatic heat 
control. 21” long, 15” wide, 114” high. 


Ensemble number 751-EW. MADE BY 
. .. The Swartzbaugh Mfg. Co., Toledo. 





PORTABLE OVEN 





FEATURES .. . Operates from ordinary 
receptacle, no special wiring necessary. 
Broils, roasts, bakes, cooks. DETAILS 
. . « White baked enamel finish trimmed 
with black and stainless steel bands. 
Inside oven porcelain enameled. Net 
cooking area 1415 cubic inches. Sliding 
oven shelves with lock stop. Automatic 
heat control. Outside dimensions — 12” 
wide, 14” high, 184” deep. 1320-watt 
unit. MADE BY ... Landers, Frary & 
Clark, New Britain, Conn. 


GLASS COFFEE MAKER 





FEATURES . . . Two-heat stove. Bake- 
lite handle. Decoration of hand laid 
platinum banding. DETAILS 
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Double felted filter cloth of large size 
for fast filtering. Stove chrome finished. 
Terminals are concealed. Complete 
with cord and plug. This model avail- 
able in 6 to 13 cup sizes. Catalogued 
models from 3106 to 3123. MADE BY 
. . « Sheridan Electro Corp., 3241 St. 
State St., Chicago. 





RANGE 





FEATURES . . . Divided cooking tops. 
Chromalox high speed surface units. DE- 
TAILS . . . Built-in Scotch kettle and 


interval timer, 3-heat switch, one-piece 
table top and back plate, single unit 
oven with smokeless broiler rack. Con- 
venience outlet in center of control 
panel permits handy attachment of ac- 
cessories. Model ER2!1. MADE BY... 
Kelvinator Div., Nash-Kelvinator Corp., 
Detroit. 


—_————AIR CIRCULATOR 


* AI 





FEATURES . . . Indirect air circulator. 
Placed on floor, it draws cool air into 
unit then projects it toward ceiling. 
DETAILS . . . Modern design. Overall 
dimensions — 7}” by 74” by 5”. Ap- 
proximate weight — 6 pounds. 110 volt, 
60 cycle, unless otherwise specified. 
MADE BY ... Roffy Manufacturing Co., 
1121 Venice Blvd., Los Angeles. 


LANTERN BRACKET 








FEATURES ... Designed for attachment 
to tractors for night plowing. Can also 








be used on boats, barns, etc. Has slot 
to receive tractor bolts. Can be tilted 
to any desired focus. DETAILS .. . Lan- 
tern has 5300 candle power beam at 25 
feet. No. TB-80. MADE BY .. . Burgess 
Battery Co., Freeport, Ill. 





WASHER 











FEATURES .. . Bullet-type tub, stream- 
lined stylings. DETAILS . . . Tub is 
triple-coated porcelain, inside and out. 
Metal parts bonderized for protection 
against rust and corrosion. White 
enamel finish. Hydractor washing ac- 
tion. Satin chrome finish wringer with 
Econo-gauge pressure control. No oil- 
ing required. Capacity—nine pounds. 
Equipped with pump. Model 30P. 
MADE BY .. . Blackstone Mfg. Co., 


Jamestown, N. Y. 


AIR CIRCULATOR 








FEATURES ... Fan uses propeller with 
three overlapping stamped aluminum 
blades. Adjustable from five to eight 
feet. DETAILS ... Finished in chrome 
and black. Ceiling and wall mounted 
types also available. MADE BY ... 
Dallas Engineering Co., 1115 Hall St., 
Dallas, Tex. 
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COOLAS A 
DOGS NOSE 
BOSS. ITS THAT 
ONE-PIECE 
COPPER THAT 
DOES IT 


WESTINGHOUSE FOR 














SIMPLICITY IN SAFETY SWITCH DESIGN 
MEANS LESS HEATING 


One-piece copper parts in 
Westinghouse Safety Switches 
assure cool operation at all 
times — there can be no heat- 
ing from loose connections. 
And years of trouble-free 
service are assured by these 
added Westinghouse features: 
Diamond pointed jaws and ex- 
tended blades confine beading 


to points outside the contact 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., EAST PITTSBURGH, PA. 


areas ... the “De-ion” feature 
on all Westinghouse 575 and 
600-volt switches quenches de- 


structive arcs almost instantly. 


All commercial types and 


ratings. Call your local: 
Electrical Wholesaler 


Motor Dealer 
Industrial Agent 
Electrical Contractor 















YOU SAID IT JOE. 
NOTHING BUT 


ME FROM NOW ON 
AND THEY'VE SURE 
LICKED BEADED 
CONTACTS WITH 


THOSE DIAMOND 
POINTED JAWS, 


The exclusive West- 
inghouse diamond 
pointed jaw confines 
the bead to sections 
outside the contact 
area, sections which 
do not normally 
carry current. 
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PRODUCTS 
yO SEEL. ss 


SUPPLIES AND EQUIPMENT 





DRILL, GRINDER SET 





FEATURES . .. Matched drill and 
grinder set for the home craftsman. 
Drill about size of pocket revolver. 
Grinder fits comfortably in hand. Drill 
operates at !000r.p.m. and rated '/4” in 
steel. Grinder operates at 20,000 r.p.m. 
DETAILS . . . Tools packed in steel case, 
with five accessories. Tools available 
individually or as set listing at $14.95 
complete. Tools finished in blue crackel 
enamel and die cast ends and trim. 
Case finished to match. MADE BY... 
Speedway Mfg. Co., 1834 S. 52nd St., 
Cicero, Ill. 


OUTDOOR AIR SWITCH 





FEATURES 
operated permits contact release before 
blade is lifted. DETAILS .. . Blade 
tongue withdrawn by horizontal move- 
ment, releasing pressure contacts, after 
which blade is lifted vertically to full 
open position. Silver-to-silver contacts 


High-voltage group- 
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and all-copper current carrying path. 
Manually or electrically operated. Sup- 
plied for both disconnecting and horn- 
gap service, for voltages of 115 kv. to 
230 kv. MADE BY ... General Electric 
Co., Schenectady, N. Y. 





ELECTRIC SAW 





FEATURES .. . Light weight, heavy duty 
safety saw. Has 6-inch blade, cuts to 
depth of 17%”. DETAILS . . . Duplex 
handle with two triggers makes saw 
easily handled in any position. One ad- 
justment regulates depth of cut. Packed 
in metal case with combination rip and 
cross-cut blade, ripping gauge, wrench, 
lubricant and heavy rubber covered 
three-wire cable. MADE BY .. . Stanley 
Electric Tool Div., New Britain, Conn. 





HEAVY DUTY SWITCH 





FEATURES ... Interior mounted on re- 
movable saddle with all terminals 
accessible from front. Operating handle 
combines advantages of front and side 
operation, saves space, provides for 


“Is this a S°° 












” 
s call? 





jal oF busines 


close ganging. Wiring gutters, solder- 
less connectors. Fusible switches equip- 
ped with “'vystipe” fuse clamps to pre- 
vent excessive heating at fuse contacts. 
DETAILS . . . 30 to 60 amp., 2 and 3 
pole, 230 to 575 volt, a.c.; 250 to 600 
volts, d.c. Fusible and no fuse. Gray 
baked enamel finish. Type ''R.B.A." 
MADE BY .. . The Trumbull Elec. Mfg. 
Co., Plainville, Conn. 


LIGHTING FIXTURE 








FEATURES . . . For close detail work as 
in composing rooms, drafting rooms, in- 
spection departments. DETAILS 
Finished in vitreous fired porcelain 
enamel, white inside. Uses bowl-silvered 
lamps. Inverted dome type. Measures 
28” by 36”. MADE BY .. . Goodrich 
Electric Co., 2900 N. Oakley Ave., 
Chicago. 


MOTORIZED WIRE STRIPPER 





—' 


FEATURES . . . Designed for rapid, fine 
wire stripping. Also removes insulation 
embedded in stranded wire. DETAILS 

. Will strip rectangular or square 
conductors. Driven by |/ h.p. motor. 
Thumb adjustment screw varies distance 
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between brushes for various wire sizes. 
Adjustable stop fixes length of stripping. 
Operator's fingers protected. MADE BY 
| - Ideal Commutator Dresser Co.., 
| 1047 Park Ave., Sycamore, JlIl. 





INDIRECT LIGHTING 





FEATURES . . . This indirect lighting 
fixture has open louvred bottom for di- 
rect spotting on displays. DETAILS... 
Can be supplied with mirrored glass 
reflector instead of open bottom. Ad- 
justable swivel canopy construction and 
simplified method for shortening length 
of stem without rethreading are pro- 
vided to simplify installation. Louvred 
bottom type 200-300 watt lamp. Indi- 
rect mirrored bowl uses 300-500 watt 
lamp. Standard overall length is 37 
inches. Model 770. MADE BY .. 
Wilson Fixture & Mfg. Co., 411 S. Clin- 
ton St., Chicago. 





HOT LINE CLAMP 





FEATURES . . . Heavy duty design and 
equipped with connector terminal. DE- 
TAILS . . . Clamping jaws will fit No. 4-0 
stranded copper and smaller conductors. 
The "jumper" or lower end will take 
No. 2 solid copper and small copper 
tap-off wires. Made of high copper con- 
tent materials. No. 5100 for copper 
conductor. No. 5I00A for aluminum 
conductor. Clamps No. 4743 and 4743A 
equipped with screw terminal. MADE BY 
... W. N. Matthews Corp., St. Louis. 
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WIRE CONNECTOR 








FEATURES . Two-piece "Vise Tite’ 
metal clamping member to take 2, 3 or 
4 wires. After positive clamping the 
whole unit is insulated by a screwed-on 
Bakelite cover. DETAILS . . . Inner split 
sleeve has threaded bore to take wire 
ends which are clamped solidly together 
by tightening taper tapped metal clamp- 
ing nut over thread on outside of split 
sleeve. The whole is insulated by an in- 
ternally threaded Bakelite cover that 
engages a thread on the outside surface 
of the clamping nut. MADE BY ...M. 
and M. Co., Trenton, N. J. 


NUMBER LIGHT 


FEATURES .. . Illuminated 
number and bell button for 
the home. Can be installed 
without change in present 
wiring. DETAILS .. . De- 
luxe model, number 3838, 
of solid hammered brass, 
Swedish or bronze. Lists at 
$2.85. Standard model, 
number 3839, available in 
bronze plated. Lists at 
$1.25. MADE BY ...Con- 
tinental Mfg. Co., 64 W. 
23rd St., New York. 




















UNDERWATER LIGHT 








FEATURES . . . Thermo-pressure treat- 
ment used to eliminate water seeping 
into unit, requires neither draining nor 
ventilation. DETAILS . . . Aluminum re- 
flector of polished Alclad sheet, treated 
by Alzak process. Convex lens of heat- 
resisting glass, is held between two 
heavy rubber gaskets. Supplied with 
15-feet of three-conductor rubber-cov- 
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ered cable which is brought through 
watertight packing gland. Third con- 
ductor for grounding case. Type CF-I0. 
MADE BY ... Westinghouse Elec. & 
Mfg. Co., Cleveland 



















































DIRECT-INDIRECT FIXTURE 





FEATURES . . . Suggested for stores, 
offices or restaurants. Self-ventilating. 
DETAILS . Concentric louvre ring 
construction combined with glass cylin- 
der having open top and bottom used 
to reflect and diffuse light upward and 
downward. All surfaces vertical. Called 
“Luxlite". MADE BY .. . Moe-Bridges 
Corp., 220 N. Broadway, Milwaukee. 


THERMOSTAT 








FEATURES . . . Especially suitable for 
room temperature control on high-low 
fire gas or oil burner. Also for elimi- 
nating overshooting temperatures on 
stokers with forced circulating warm air 
systems. DETAILS . . . Equipped with 
two dust-proofed sealed mercury con- 
tact switches, operated by means of 
bimetal coil and two permanent mag- 
nets, Maximum capacity of each cir- 
cuit is vu amp at 24 volts or less. 
MADE BY . . . The Mercoid Corp., 
4201 Belmont Ave., Chicago. 
































he —e e e investigate the FUSTAT / 


The long time-lag of the Fustat keeps it from popping 
out and shutting down the circuit when motors start on 
washing machines, refrigerators or other such appliances. 

This means that a user can keep adding more appli- 
ances to present circuits until the load is equal to the ap- 
proved carrying capacity of his wiring — with perfect safe- 
ty and without incurring needless blowing. 


Prevents hazardous burnout of flexible cords, 
in spite of long time-lag 
vs The Fustat contains a fuse. The ability 
\, of a fuse to protect against dangerous cord 
fr shorts, grounded sockets, etc., is well known. 
ate a The quick action of the Fustat on such 
4) a dangerous “household shorts” prevents spray- 
ing of molten metal, starting of fires, burning 
of users. 


Protects against 
dangerous overloading of circuits 


An overload even as light as 25%, if continued, will 
cause the Fustat to open and protect the circuit. Once the 
right size Fustat is installed permanent overloading is pos- 
itively prevented. 


Keeps the circuit from being 
robbed of protection 


A Fustat cannot be replaced with a penny nor any such 
substitute — nor with a size too large to protect. In fact 
sidetracking protection in any way is practically impossible 
without destroying the Fustat or adapter and thereby clearly 
showing the user that all protection is gone. 


For safe and trouble-free protection it’s just good business to sell, install and use Fustats 


The Fustat guards against anyone unwittingly creating 
a fire or injury risk thru haphazard practices. G>.< 


‘ %¢ 


If additional circuits are needed 
the user cannot readily side-step 


— a TEE 
the issue at the sacrifice of safety. 


Reduces loss of time and money 
on needless ““blown-fuse”’ service calls 


When a fuse blows on a starting current everybody 
loses. The user’s service is off . . . the service man may be 
dragged away from more profitable work . . . the full cost 
of the call may not be collected if the user kicks about 
paying it just to have a fuse changed . . . the whole electri- 
cal industry loses because needless interruptions of service 
are costly, annoying and unnecessary. 


The Fustat stops this senseless waste mA — fa 2 
: s . “< ” T+ — _ ae, 
by eliminating such “‘false-alarm” =@)-———2%)) 


service calls. 























Fits present 
fuseholders 


in 15 to 30 amp. sizes 





Retails 
at 7c 





Thru the use of an in- 
expensive adapter that 
locks in place, the Fustat 
fits in any standard Edison 
base fuseholder. 

On new jobs, you can 
specify that panels, switch- 
es, etc., be equipped with 
Fustat bases. 








Ze FUSTAT 


Paem FULL econ a W 
SSMANN MFG. CO JEFFERSON ELEC. CO 
srsity at Jefferson Bellwood, II] 


Louis, Mo 
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MIDGET RELAY 








FEATURES . . . Heavy duty midget re- 
lay available only with single pole, dou- 
ble break, normally open contacts. DE- 
TAILS . . . Furnished with silver-to- 
silver contacts providing maximum con- 
tact rating of 10 amp. up to 125 volts, 
a.c., 10 amp. up to 22 volts, d.c. or 2 
amp. from 23 to 125 volts, dic. MADE 
BY . . . Ward Leonard Electric Co., 
Mount Vernon, N. Y. 


TUMBLER SWITCH 








FEATURES ... For use where shallow- 
bodied, back-mounted outlet box switch 
is required. DETAILS ... Bakelite body 
is compact, measuring Isa” deep, 144” 
long and $3” wide. Available in single- 
pole and three-point types for 3!/4” and 
4” box sizes. MADE BY ... Bryant Elec- 


tric Co., Bridgeport, Conn. 


BI-POST FIXTURE 











FEATURES . .. Especially designed for 
use with Bi-post Mazda lamps. Semi- 
indirect. DETAILS ... Uses either 750 
or 1000-watt lamp. Flaring design bowl 
of pressed Sudan glass. Bowl pressed to 
graduated thickness to insure adequate 
strength and low brightness. Due to 
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high operating temperature of lamp, a 
specially constructed ventilated socket 
cover and mounting is used to avoid 
need for special wire. MADE BY ... 
The Miller Co., Meriden, Conn. 





STUD MOLE 





FEATURES . . . Combined insulated 
multiple terminal and bushing for use in 
underground distribution. DETAILS .. . 
Designed to provide multiple connections 
in small space and to seal out moisture 
and gases encountered in underground 
vaults. Can be used with all types of 
cable. Also useful for making multiple 
terminal connections on distribution 
transformers. MADE BY .. . Burndy En- 
gineering Co., 459 E. 133rd St., New 
York. 





PLATE TRANSFORMER 





FEATURES .. . Designed for operation 
from either 115 volt, 60 cycle primary or 
from 6 volt d.c. for operation in con- 
junction with vibrator unit. DETAILS... 
Delivers 300 volts d.c. at 100 m.a. The 
6-volt primary is tapped to supply heater 
voltage for rectifier unit when 110-volt 
is used. In black enameled housing of 
upright type with secondary leads out of 
bottom. MADE BY ... Jefferson Electric 
Co., Bellwood, Ill. 


CONCRETE DRILL 











| —_ : » 


FEATURES . . . Carbide tipped drill for 


drilling non-metallic materials can be 
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operated at any r.p.m. No coolant 
necessary. Can be sharpened on any 
type stand grinder and any make grind- 
ing wheel. Diameter sizes from '/g” to 
2”. MADE BY ... Wiley's Carbide 
Tool Co., 1340 W. Vernor Highway, 
Detroit. 


LAMP CHANGER 














FEATURES . . . Has coil-spring gripper 
that removes the tightest fitting lamps 
from positions out of reach by hand. 
Can also be used to remove street 
series lamps which have catches to hold 
them in their sockets. DETAILS . 
Made in four head sizes, to handle 
lamps ranging from 15 to 1,000 watts. 
Furnished in either straight or angle ad- 
justment style depending upon type of 
service desired. MADE BY .. . McGill 
Mfg. Co., Valparaiso, Ind. 


———LONG RANGE FLOODLIGHT 





FEATURES .. . For illumination of ath- 
letic fields, golf driving ranges. Com- 
pletely weatherproof Alzak aluminum 
reflector. Galvanized cast mounting 
brackets adjustable to any position and 
available in cross-arm or pole mounting 
types. DETAILS . . . Equipped with en- 
trance fitting and mogul socket. Re- 
flector diameter, 18 inches. Overall 
height, 20 inches. Uses 750-1000-1500- 
watt lamps. Available with glass cover 
and wire guard, when specified. MADE 
BY . . . Wilson Lighting, Inc., 411 S. 
Clinton St., Chicago. 
















Industry is definitely becoming more and more conscious of the need for better 
lighting as a means of improving production efficiency and employe morale. 
Jobs such as the one shown above are typical of the results obtained through 
the use of General Electric Type H Mercury Lamps. It’s a job to be proud of 

. and a profitable one, too. 

With mercurys you can guarantee higher light output for the same cost of 
energy. With the higher levels of illumination thus made possible you can meet 
the needs of modern production standards on every count. Blended with incan- 
descent light these Mercury Lamps produce illumination which simulates and 
blends well with daylight. 

Take advantage of the field promotion men of the General Electric Com- 
pany. They will gladly help you to profit by installing “engineered lighting to 
fit the job.” 


GENERAL @ ELECTRIC 


914H 





General Electric Vapor Lamp Co. Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J Dept. 165, Nela Park, Cleveland, Ohio 


September 1938 — THE WHOLESALER’S SALESMAN 


JOBS LIKE THIS... 





... assure both Profit and Prestige 








The 400-Watt 
Type H Mer- 
cury Lamp has 
a higher light 
output per watt 
than any other 
light source 
practical in in- 
dustry. Its rated 
operating life is 
2,000 hours. 








The General Electric auto- 
transformer has been design- 
ed specifically for use with 
the General Electric Mercury 
Lamp. Order this auxiliary 
equipment from the General 
Electric Vapor Lamp Co. 








NEWS 


NAMES 


annFACES 








NEWA Pacific 
Division at Del Monte 


Members of the Pacific Division, 
NEWA met at Del Monte, July 7, 8, 
and 9. The first day’s session, pre- 
sided over by Chairman H. I. England, 
President of the Gilson Electric Supply 
Co., Oakland, was devoted to organi- 
zation and the reports of the National 
Convention at Hot Springs, presented 
by Mr. M. H. Jankelson, Incandescent 
Supply Co., San Francisco, and Mr. 
B. S. Manuel, Westinghouse Electric 
Supply Co., Los Angeles. 

High lights of the Friday morning 
session were the address on the activi- 
ties of the Electrical Development 
League of Southern California by 
Mr. Graham Holabird, Vice President; 
a talk on the subject, “Sterilamps and 
Health”, by Mr. Ray W. Murphy 
Pacific Coast Manager of the West 
inghouse Lamp Co., and the presenta- 
tion by Mr. D. A. Smith, of the 
talking picture, “What Employees 
Think”. At the evening meeting re- 
ports of the Conduit and Box and 
Fittings Committees were read, and 
papers presented by Mr. R. J. Holter- 
mann of Westinghouse Electric Sup- 
ply Co., San Francisco, on the subject, 
“Confidence”, and by Mr. A. H. 
Gudie of the Biddle Trade Bureau, 
Los Angeles, entitled, “Ring Side 
Views” of the Electrical people of the 
South. 

In the final session Saturday morn- 
ing, Mr. R. A. Balzari of McGraw- 
Hill Publishing Co., San Francisco, 
described the Golden Gate Interna- 
tional Exposition to be held in 1939 
on Treasure Island in San Francisco 
Bay, and invited everybody to come. 
Mr. Ralph W. Wiley, Chief of the 
Department of Electricity, City of 
San Francisco addressed the meeting 
on the subject, “The Inspector and 
The Wholesaler”, and Mr. Paul Hol- 
den, Professor of Industrial Manage- 
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ment, Graduate School of Business, 
Stanford University, delivered a most 
thorough and comprehensive speech 
on the subject, “Current Trends in 
Management”. 

The next meeting of the Pacific 
Division will be held at Santa Bar- 
bara, October 12, 13, and 14, 1938. 


Olschan Takes 
New Lines 


Che boys out on the territory for the 
Olschan Electrical Supply Co., Bridge- 
port are pushing two new lines. They 
are L & H ranges and Universal Cooler 


refrigerators. 


Cleaver Heads 
LE.S. in New York 


Oscar P. Cleaver has been elected 
chairman of the New York section, Illu- 
minating Engineering Society for the 
year begining October 1, 1938. He is a 
commercial engineer for the Westing- 
house Lamp Div., Bloomfield, N. J., in 
charge of the Illumination section. 


Caesar Secretary NEMA 
Appliance Section 


The new executive secretary of the 
Domestic Appliance Section of the Na- 
tional Electrical Manufacturers Associ- 
ation is A. H. Caesar, Jr. He has been 
a member of the NEMA Staff for sev- 
eral years, serving as executive secre- 
tary of the Radio Apparatus and Elec- 
tronic Tubes Section and in an advisory 
capacity to a number of other sections. 

During NRA days Mr. Caesar was an 
assistant deputy administrator and was 
co-author with Willard L. Thorp of 
the NRA study entitled “A Study of 
Open Price Filing in the Electrical 
Manufacturing Industry.” 









HE MANAGES the Wesco house at 
Des Moines, lowa. And Manager G. C. 
Merritt and the boys are proud of 
their new warehouse. They have a 
handy loading platform, parking lot, 
railroad siding, a fancy display room, 
a well arranged and well lighted 
warehouse— in fact it's an ideal layout. 





LOTS OF CHEER is spread by Al 
Niccol, manager of Graybar at San 
Francisco. Al handled the golfing at 
the recent association meeting out on 
the coast. 





LOOKING UP is E. J. Schaubert, who 
gets out and does things for Westing- 
house Electric Supply Co., Oklahoma 
City. 
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“BRIGHT FELLOW, WADDINGTON... 


The Looking-Up-Place for 
Everything Electrical 




















—he knows all the answers 


>] 


on electrical products! 


Even if you can’t play the piano-accordion in ten easy lessons — or win a 
beautiful blonde by smoking Nonsmello cigars — you, too, can know all 
the answers on electrical products! 

Waddington really is smart, when it comes to buying. He knows that 
it pays to keep an Electrical Buyers Reference at his elbow, where he can 
immediately tell you the name and address of every manufacturer of 
electrical and allied products. Even if you know only the trade name, 
he can still give you the complete dope through a quick glance at the 
cross-reference index. 

Use your copy of the Electrical Buyers Reference regularly. It will save 


you time and money! 


ELECTRICAL BUYERS REFERENCE 
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ELECTRICAL CONTRACTING EDITION 
A McGraw-Hill Publication * 330 West 42nd Street, New York 































































FISHERMEN ALL about to set out for a day of it as guests of the United Electric 
Supply Co., New London, Conn. The host, Russell F. Cluny, rides the rail at the 
left. With him are a few of the 54 Contractors, dealers and manufacturers who 
caught all they could take care of. Standing, left to right, Daniel Barnard, Cham- 
pion Lamps; J. T. Potter, Gillette Vibber Co.; John A. O’Brien, Wadsworth Elec. 
Mfg. Co.; Bill Kaiser, A. H. & H. and C. R. Boss, Gillette Vibber. Seated, left to 
right, Lyman Meadnis, United salesman, Vincent Shortall. General Cable and 


W. F. McCall, National Elec. Products. 





Mitchell Joins 
Monarch Fuse 


J. B. Mitchell has joired the Monarch 
Fuse Co. as sales manager. He is 
located at headquarters in Jamestown, 
N. Y. Before joining Monarch, he 
was with Economy fuse for many years 
as manager of the Baltimore territory. 


Sprague Opens 
At Waterbury 


Starbuck Sprague has once again put 
out the welcome mat to the electrical 
trade of Waterbury, Conn. He recently 
founded the Starbuck Sprague Co. at 
his old address, 39 Spring St. Associ- 
ated with him are many members of 
the original Sprague Electrical Supply 
Co. Sprague is president; Edward A. 
Madison and Charles S. Nearman are 
vice presidents; Harold A. Ashley is 
secretary and Charles W. Dewey is 
assistant secretary. 


Moore At 
New Location 


The Moore Electric Supply Co., San 
Francisco, has located at 1625 Van 
Ness Ave. The old address was 550 
Fifth St. C. R. Sullivan is now sales 
head of the company. 


Business Up 
For Midwest Electric 


With sales 14 per cent above last 
year, the Midwest Electric Supply Co., 
Omaha, is bubbling with optimism. The 
company was founded in March, 1937 
by A. V. Sorensen who was formerly 
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manager of the apparatus and supply 
department for Wesco, Omaha. 

Among the manufacturers represented 
by Midwest are Frank Adam, Jefferson, 
Benjamin, Square D, Bryant, Triangle 
and Allen-Bradley. The sales staff is 
specializing on large contractors and 
industrials. 


Ekstrom Joins 
Glasco At K.C. 


James A. Ekstrom has been appointed 
sales manager of the Glasco Electric 
Co. at Kansas City. He succeeds the 
late I. D. Leffler. Ekstrom was _ for- 
merly with the Missouri Valley Elec- 
tric Co. Before that he was with Cen- 
tral States Electric and Funsten Elec- 
tric, 







Better Light 
Mailings Ready 


The National Better Light-Better 
Sight Bureau, in conjunction with 
Parade Studios, Inc., Cleveland, has 
prepared a series of three Rotogravure 
mailing pieces for the fall and winter 
campaign. The School Issue was avail- 
able the first of this month, the Home 
Lighting Issue will be delivered October 
1 and the Lamps For Gifts Number 
will be ready November 1. 


Graybill 
At Hagerstown 


Early this month, John E. Graybill 
& Company opened a branch at Hagers- 
town, Md. T. G. Hardesty, Jr., formerly 
with the Tri-State Electric Supply 
Corp., manages the house. It occupies 
an entire three-story brick building at 
56-58 E. Washington St., having an 
area of 11,000 sqft. 


New NEMA Jobs 
For Fleming, Caesar 


Bruce A. Fleming is now executive 
secretary of NEMA’s refrigeration divi- 
sion, replacing Haldeman Finnie, who 
resigned to go in the advertising busi- 
ness. During the past few years, Flem- 
ing headed the range, water heater and 
domestic appliance sections. 

A. H. Caesar, Jr. has taken over as 
executive secretary of the domestic ap- 
pliance section. He has been on the 
NEMA staff for several years, serving 
as executive secretary of the radio appa- 
ratus and electronic tubes section. 


G. E. Makes 
Personnel Changes 


J. H. Crawford, manager of Construc- 
tion Material Sales for General Elec- 
tric, Bridgeport, has appointed A. E. 
Newman manager of Wiring Device 





FOR MEN ONLY says the sign over the doorway to the Isco Club, a social 
organization composed of the boys at Incandescent Supply Co., San Francisco 
and Oakland. This year’s president is Charles Martin, Eastbay salesman, who 
is seated third from the right. On his right is Chairman Walter Nagel, assistant 
to the manager of the supply department; next comes the evening's speaker, 
Fred Schlichting, a former football hero; and next Al Phillips, manager of the 


supply department. 
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$$333$ 


for real salesmen, this fall! 











P.S. to 
MANUFACTURERS: 


N.E.W.A. 
CONVENTION 
ISSUE 
OCTOBER 


A big issue, coming 
at a busy season 
for wholesalers. Ad- 
vertising forms 
close Sept. 20th. 




















No matter what your order book says for 
the first eight months, business looks good 
for the fall. Now is the time to get out 
and sel/, and make up for earlier dis- 
appointments. 


"The Wholesaler's Salesman" can help 
you. From cover to cover it's chock full 
of ideas and practical experiences that 
you can use to build business. Read it— 
and put it to work—today! 





sl 








THE WHOLESALER’S SALESMAN e 330 W. 42 ST., NEW YORK 
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Sales. 





This appointment consolidates 
the sales of wiring devices, conduit 
products and wire and cable. 

Newman has appointed F. A. Par- 
nell sales manager of conduit and J. F. 
Farnam head of wire and cable sales. 
L. F. Giblin is supervisor of wiring 
materials distribution development and 
J. P. Mcllhenny is sales manager of 
the wiring materials field organization. 
Mcllhenny was formerly manager of 
the Chicago district field organization. 
And that job has been taken over by 
George E. Wickman. ; 


Germantown Adds 
Two New Lines 


The Germantown Electric Supply Co., 
Philadelphia, has taken on the distribu- 
tion of Square D Multi-Breakers and 
the Detrola radio line. 


McCabe With 
Indiana Steel 


R. J. McCabe has been appointed 
manager of electrical material sales for 
the Indiana Steel & Wire Co. In this 
job, he directs the sale of Crapo gal- 
vanized steel power conductor, tele- 
phone wire, steel strand and other 
products. 

Before his new connection, McCabe 
was with Graybar. He joined Western 
Electric at Dallas in 1909, later working 
in St. Louis, Kansas City and Florida. 
In 1927 he was service manager of 
Graybar’s Boston house and in °32 be- 
came New England District Manager. 


Poll Adds 
Space, Lines 


H. Poll Electric Co., Toledo, has 
added an adjoining building, making its 
address 512-514 N. Erie St. The sales- 
men are pushing the Universal line of 
refrigerators, ranges, washers and iron- 
ers. Ralph J. Valentine is the new sales 
manager. 


Cincinnati Takes 
Certification Plan 


At a meeting held August 4 at the 
Hotel Gibson, the Cincinnati Electrical 
Association replaced the Red Seal Wir- 
ing Program with the certification plan 
of the National Adequate Wiring Pro- 
gram. 

William H. MacCrellish, president of 
the association and manager of the local 
Graybar house, presided at the meeting. 
He introduced the following speakers: 
\. E. Schanuel, who presented the 
National Adequate Wiring Program; J. 
Reed Hartman and Frank R. Sanford, 
Cincinnati Gas & Electric Co. and E. P. 
Zachman, business manager of the 
association. 


Ed Barron Retires 
From Graybar 


Florida and slow-moving automobile 
trips are going to claim the attention of 
J. E. Barron of Graybar, Chicago, 
from now on. He finished 30 vears of 
service August 1, and quit at 55 to en- 








THE WINNAH—H. H. Mallon, Wakefield held a sales meeting this summer, call- 
ing in all the salesmen. One day they decided to see who could demonstrate 
a 500-watt Commodore the fastest. And Mallon copped the dough. The three 
judges in front are W. G. McCormick, Canadian General Electric Co., R. C. Crow, 
Kirkwood, Mo. and Frank A. Bettis, Kansas City. The contestants are, from the 
left, H. C. Barnard, Los Angeles; E. E. Jonsson, Salt Lake City: G. P. Wakefield, 
Vermilion; H. I. Kenney, Minneapolis; Walter Wenholz, Albany: H. H. Mallon, 
Buffalo; R. W. Keiser, Atlanta; Charles E. Robinson, Jr., Huntington; F. I. Wilson, 
Vermilion; T. D. Wakefield, Vermilion; Ray Knoop, Indianapolis; Paul Hogan, Jr., 
New Orleans; E. A. Olsen, Seatile; H. A. Auchter, Dallas; A. F. Wakefield, Ver- 
milion; H. W. Wilson, Media, Pa.; H. H. Roberts, New York and Gale Thomas, 


San Francisco. 








A VETERAN of some 30 years in the 
electrical supply game is John P. 
Quinn, head of the firm of that name 
in Englewood, N. J. He went on his 
own five years ago, after spending 25 
years with Stanley & Patterson. 


joy life. He started with Western Elec- 
tric in 1901, but previously had been 
with the Wisconsin Telephone Co. 
From 1908-1915 he was out of the 
Graybar fold with the French Battery 
Co. Then he returned to Graybar as 
manager of the Indianapolis house. 
Later he was moved to Chicago as 
Manager, Power Apparatus Sales, 
which position he held at his retire- 
ment. 


Wilson Adds 
Floor Space 


Business is on the up and up for 
Wilson Lighting Inc., Chicago. This 
manufacturer of commercial lighting 
and wiring equipment has acquired an- 
other floor in the building at 411-413 
S. Clinton St. 


New Spot For 
G.E., Brooklyn 


The Brooklyn house of G.E. Supply 
is now located at 561 Grarid Ave. The 
branch was moved from 351 Atlantic 
Ave. In their new quarters the boys 
have more room for stock, and better 
parking facilities. Robert Cashman is 
a newcomer to the house, covering 
3rooklyn and Queens. 


New Jersey 
Lighting Roads 


E. Donald Sterner, New Jersey high- 
way commissioner has reported that 220 
miles of highway were lighted in the 
past eight months. This includes the 
illumination of 52 miles of the White 
Horse Pike. Soon the remaining four 
miles of the Pike, which connects 
Atlantic City and Camden, will be 
lighted. This will be the world’s longest 
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‘ontinuous stretch of highway lighting. | 
Sterner pointed out that during a 
ecent 48-hour period, 125,000 cars 
olled over the Pike. Although there 
were three day-accidents, no accidents 








took place at night under the new | 
. . j 
ighting. 


Ward Heads 
Noma Sales 


Joseph H. Ward is now head of sales 
and advertising for the Noma Electric 
Corp., New York. For the past 11 years 
he has been selling in New York, Penn- 
sylvania and West Virginia for the 
firm. Ward sold General Electric lamps 
before joining Noma. 


McDonald Electric 
In Fort Lauderdale 


The McDonald Electric Co., Miami, 
has opened a new house at 225 S. W. 
First Ave., Fort Lauderdale. W. T. 
Clower, who has been with the firm 
since its founding in ’25, manages the 
branch. He has been transferred from 
the West Palm Beach house. Asso- 
ciated with Clower at Fort Lauderdale 
are Robert Griffith, H. W. Sommerfeld 
and Dorothy Clower. 


Graybar Salesmen 
Trade Territories 


Something of an innovation is being 
tried by the Graybar Salt Lake City 
House. For a period of 60 days, two 
country salesmen will trade territories 
with the idea that the temporary change 
will get the customers acquainted with 
more of the organization; will give 





ROBIN HOOD or his good companion 
Little John didn’t have much on Roy 


Myers. When he draws a bead on a 
still or moving target, it's too bad. And 
he’s not a pro either. He heads the 
lighting department for G.E. Supply. 














San Francisco. 
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No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 


The most attractive, 
compact and easy - to - 
install fitting on the 
market. Shown in illus- 
tration with No. 200 
Cover Plate. 








Sell the Special Flexible 


in the Modern Metal Box 


advantages. 


TUNGSTEN AND 


The STAR Special Flexible Tungsten Hack Saw Blade is hardened 
throughout, then drawn back to make it proof against tooth and 
body breakage—not just a soft-back hard-edge blade. 

It is especially designed for use by the electrician, plumber, 
garageman and sheet metal worker. It is unequalled for use on 
pipe, tubing, BX cable, wire mould, sheet metal and all types of 
stock of either a light-walled or solid nature. 

Then, too, being packed in a modern, hinged-lid, metal box— 
they are kept in better condition, easier to handle, marked more 
plainly—sell still better because they have real packaging 


You'll make more sales with STAR Hack Saw Blades—there are 


sizes and types for every need. 


CLEMSON BROS., INC. 


MIDDLETOWN, N. Y. 


STAR 


"MOLY" 








HAND AND POWER 


“PACKED IN MODERN METAL BOXES 


& 8493 








: a 
‘ bP 


4 








lthem new selling ideas through contact 
with a different individual, and will let 
'each salesman try his hand and style 
|of attack on prospects with whom the 
other has been unsuccessful. 
| The salesmen involved are Bud Fink, 
| merchandising specialist on Hotpoint, 
| Royal Cleaners, and Graybar Sewing 
| Machines, who normally headquarters 
at Ogden and covers Northern Utah, 
Eastern Idaho and Western Wyoming ; 
and Paul Smith who usually covers 
Southern Utah and Eastern Nevada. 
The results of this experiment will be 
reported in our December issue. 
Another plan that is working satis- 
factorily in Salt Lake City, and else- 
where, is that of assigning city counter 
men to spend part of their time outside 
the house calling on dealers and con- 
tractors. In this case, Lew Killer, 
nominally on the city counter, has been 
assigned customers in the city, and 
spends half of each day behind the 
counter and half out with his trade. 












MEN ON 
THE MOVE 


C. F. Cooper has been upped by Loeb 
Hardware, Montgomery, Ala., from the 
counter to outside sales. 


* 


Harry G. Anschultz is covering Penn- 
sylvania, Delaware, Maryland and Vir- 
ginia for the Heron Electric Sales Corp., 
New York. He headquarters at 117 N. 
Fifth St., Philadelphia. 





No. 130 "LATROBE" 
ADJUSTABLE WATERTIGHT 
FLOOR BOX 


No. 130 Box with No. 207 Bell 
Nozzle. Cut-away view illus- 
trates how tapered unit recep- 
tacle fits tapered opening in 
adjustable ring. Design elimi- 
nates many small parts Cover 
plate 3%”—overall height 3%”. 


Sell and install 
LATROBE —the com- 
plete line for res- 
idential, commercial 


and industrial work. 


Catalog on request 


“ULLMAN weo™ 


CATROBE : pent: 
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No. 110 "LATROBE" 
WATERTIGHT BOX 


Cut-away view of No 
110 Box showing how 
the tapered unit recep- 
tacle fits tapered open- 
ing in top of box body. 
The last word in design, 
appearance, and _  sim- | 
plicity of installation. 


three years. 
Bridgeport. 





“ 











PROMOTION for Harold Hey of Bryant 
Electric. He is now manager of Wiring 
Device Sales, with responsibility for 
commercial and sales activities of that 
division. Before the new job, Hey was 
eastern sales manager for the past 
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B. L. MacPherson is out selling the | 
Hoosiers for the Clarostat Mfg. Co. He | 
is located at 702 Union St., Fort Wayne. 
* 
H. Benson, formerly at the counter | 
for the Atlantic Electrical Supply Co., | 
Worcester, Mass., is out in the territory 
now, selling all lines. 


* 


A. W. Schwind is covering Wisconsin, 
Iowa, and northern Illinois for the 
George Butler Sales Co., Chicago Tri- 
angle Conduit & Cable agents. Schwind 
was with Steel & Tubes for four years 
before that he spent 12 years with 
Harvey Hubbell. 


* 


Eugene W. Ritter has been promoted 
to general manager of RCA’s Harrison 
plant, succeeding the late J. C. Warner. 
D. F. Schmidt has taken over Ritter’s 
job as manager of Research and Engi- 
neering at the tube making plant. 
Harry F. Mickel has been made man- 
ager of the Police Radio Section. He 
has been with the company 12 years. 
George W. Pettingill, an eight-year vet- 
eran, is his assistant. 


* 
Guy Weatherwax, well known in the 


wholesaling field, is covering the city 
for Wesco at Des Moines, Iowa. 


* 

Joe H. McMullen is with Moore- 
Handley Hardware Co., Birmingham, 
traveling out of Dotham, Ala. 

* 


Fred Dale is on the payroll of Econ- 
omy Electric Supply, Atlanta, as head 





VERSATILE FELLOWS are Chris Lit- 
scher, right, and his son, Kick. When 
it comes to selling electrical supplies, 
they are right there and they do it 
for Litscher Distributing Co., Grand 
Rapids, Mich. And when the contract- 
ors’ association wanted 90 steaks 
broiled, they got out the charcocal and 
went to work. | 














ALA, FILE Ne. s140¢3 


WE ARE 


as an ADEQUATE 
Wiring Expert! 


AND BACKING HIM UP 
WITH THE FACTS 


The industry wide ADEQUATE WIR- 
ING CAMPAIGN is focusing attention 
on the Electrical Contractor, who 
knows his Wiremold Technic (com- 
monly called “WBB’”—short for 
“Wiremold Business Builder’). Be- 
cause he is the man who actually does 
the work. 


And Wiremold is helping him make 


the most of it. 


FIRST By an advertising campaign 
which sells him to the build- 
ing trades. 


SECOND By an engineering data 
service which gives him ex- 
pert counsel when he wants 
it. 


Write for details. Keep in touch with 


THe Wirenor.D Company 


HARTFORDO,CONN, 


Ww 


- 








SEND IN 
YOUR NAME 


To Wiremold En- 
gineering Depart- 
ment to Receive 
Latest Layouts 
and Data Sheets 
as They Are Is- 
sued. 
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made by a recognized control 
manufacturer, priced in line with 
the industry and carrying the repu- 
tation of dependable operation. 
The Ward Leonard Motor Con- 
trols have everything that the 
wholesaler can wish for to make 





A Complete Line Of 
MOTOR CONTROLS 


sell. 


them a desirable line for him to 


WARD LEONARD 


ELECTRIC COMPANY 


30 South Street, Mount Vernon, N. Y. | 
- ° . 
Electric Control Devices Since 1892) 






































Add This Profit 
Maker to Your Line 


Super 
Carbide Tipped 
Flat Drills 


Saves 50 to 70°%o of users 
Time in Drilling 
BRICK—TILE—CONCRETE 
MARBLE—SLATE—ETC. 

WRITE TO 


SUPER TOOL COMPANY 
356 E. CONGRESS ST., DETROIT 











NEXT MONTH 
Annual Fall 


Convention 
Issue 


of 


THE WHOLESALER’'S 
SALESMAN 


With extra distribution 
to all attending the 
N EW A_ Convention, 
Drake Hotel, Chicago, 
Oct. 17-21. 


te 


P. S. to MANUFACTURERS: 
Closing date Sept. 20 
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of the lighting department. He came 
over from the Georgia Power Co., where 
he had been a lighting specialist. 


* 


W. E. Henry, Jr., is covering the 
territory around Greensboro tor the 


Mill-Power Supply Co., Charlotte, 
N. C. Henry formerly was with the 
state’s engineering department. 

* 


Howard Hull is a new man at the 
counter for Electric Supply & Equip 
ment Co., Greensboro, N. C. He hails 
from Wichita, Kan., where he was with 


Wesco. 


OBITUARIES 


John Chester Warner 


John Chester Warner, vice president 
of the RCA Manufacturing Co.,* in 
charge of the Radiotron Division, died 
July 21 as a result of an automobile 
accident. Fourty-two years old, Mr. 
Warner had been vice president of the 
company since 1932. 

He was born February 14, 1896 at 
Freeport, Ind. He received his B.A 
degree at Washburn College, took addi- 
tional degrees at the University of 
Kansas and Union College. 

Surviving are Mrs. Warner, two 
children, John and Patricia, his mother, 


sister, and a brother. 


Herbert Mygatt Wilcox 


Herbert Mygatt Wilcox, 56, vice- 
president of the Westinghouse Electric 
& Manufacturing Co., died of a heart 
attack in New York, July 28. Mr. Wil- 
cox was one of the pioneers of talking 
pictures. 

He was a native of Pittsburgh, born 
there November 6, 1882. He attended 
Princeton University for two years, 
later transferring to Massachusetts In 
stitute of Technology, from which he 
was graduated in 1905 with a B.S. de- 
gree in chemical engineering. 

He is survived by his wife, Mrs 
Frances Jaynes Wilcox, whom he mar- 
ried in 1909. They had no children. 


MEETINGS AHEAD 


Buffalo—Refrigeration Service Engi- 
neers Society and Manufacturers’ Ex- 
hibit from November 2 to 4. 


Chicago—National Electrical Whole- 
salers Association at the Drake Hotel, 
October 17 to 21. 


Chicago—National Electrical Manufac- 
turers Assn. at Palmer House, October 
24 to 28. 

















Chicago—U. S. Independent Telephone 
Association at Stevens Hotel, October 
18 to 21. Details from Louis Pitcher, 
616 S. Michigan Ave., Chicago. 


a 
Detroit—National Electrical Contractors 
Assn. at Book-Cadillac Hotel, September 
12 to 15. 

s 


French Lick, Ind.—Indiana Electric 
Assn. at French Lick Springs Hotel, 
September 29 to October 1. Details 
from Tom C. Polk, 607 Traction Termi- 
nal Bldg., Indianapolis. 


Jacksonville—Southern section of In- 
ternational Association of Electrical 
Inspectors meets September 12 to 14. 
Western section meets at Cleveland, 
September 19 to 20. Northwestern sec- 
tion at Spokane, October 3 to 6. South- 
western section at Long Beach, Cal., 
October 10 to 12 


Lake Placid, N. Y.—Empire State Gas 
& Electric Association at Lake Placid 
Club, September 15 and 16. Details from 
G. H. Smith, Grand Central Terminal, 
New York. 


Rochester, N. ¥Y.—The Electrical Assn. 
is sponsoring a Construction Materials 
and Commercial Lighting Equipment 
Show, October 4 to 6. Details from 
E. J. Kramer, 1212 Lincoln-Alliance 
Bldg., Rochester. 


Rochester, N. Y.—Institute of Radio 


Engineers, meeting and exhibit, from 
November 14 to 16. 


Washington, D. C.—Seventh Interna- 
tional Management Congress from Sep- 
tember 19 to 23. Details from Na- 
thaniel W. Barnes, executive secretary, 
347 Madison Ave., New York. 











THEY CAN dish it out and take it, too. 
The bigger the rush, the faster they 
click at the counter of Glasco Electric, 
Kansas City. Tom Prater, left, and Joe 
Gorman had to be “shot” separately 
that day. because if both left the coun- 
ter at once, there might have been a 
small riot. 


| 


burned continuously, the largest size costs about 2 
cents per month for current. Having no filament, 
they are highly resistant to vibration and shock. 
Naturally, industry everywhere is using this lamp 
for pilot and indicator lights, and test lamps; and 
stores, theatres and other commercial buildings use 
them almost exclusively for exit lamps. They are 
available in five sizes ranging from \% watt to 3 watts, 
and are furnished with bases to fit standard sockets. 
If you do not stock this line, let us send you full data 
on its profit opportunities. Write today . . . General 
Electric Vapor Lamp Company, 891 Adams Street, 3 Watt Bulb S14. Finish— 
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eatures that keep 


MEOW 
GLOW $2222 
ILAWLPS 

in steady demand 








Here’s a full line of dependable, low-wattage lamps — 2 Watt, 115 Volts—Si4Bulb 


Finish—Clear, Sprayed 


that moves fast . . . and with a minimum of selling Red or Yellow 
effort. That’s easy to understand, when you consider 
the many exclusive advantages of NEON GLOW 
LAMPS. 


They have a normal life of 3,000 hours, and if 





Clear, Sprayed Red or 


Hoboken, New Jersey. Yellow 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


51 


FRO 


OTHER 
PAGES. 


A Round-up of Ideas from Many Papers=™= 


A Contractor 
Speaks Out 


He takes a wallop at auction rooms 
and second hand dealers that foul the 
electrical market .. . Eddie White, who 
heads the Edward J. White Company of 
Newark, N. J., puts out a little house 
organ called “White Lines’. He says 
it’s for the amusement or education of 
his customers—take it or leave it. And 
he speaks out. Just now he says, “There 
is a line of gyp material available for 
the unscrupulous electrician who buys 
most of it from auction rooms or sec- 
ond hand dealers. Old dried out BX 
Cable installed in walls, partitions and 
ceilings is just about as safe as a can 
of gasoline on the kitchen stove. Rusted 
or old conduit deteriorates, causing 
shale and scale to cut into the insula- 
tion of the wires causing short circuits 
or grounds and eventually fire. Cheap 
wire is usually destroyed while being 
installed or shortly thereafter, possibly 
just after the contractor receives his 
final payment. Just as there are cheap 
shoes, socks, clothes, foods, etc., there 
are cheap electrical materials. 

“When a man builds a $15,000 home, 
he pats himself on the back because he 





M 



























got the entire electrical job, including 
fixtures, for $150.00 or 1 per cent. Then 
he raises Hell when his lights go out 
during the house warming. It’s too late 
then. The damage is done.” 

Eddie White wrote for the amuse- 
ment of his customers, but it might be 
used also in the education of consumers 
by the wholesalers’ salesmen who call 
on them. 


Lighting, The Universal 
Profit Builder 


During the past five years our ideas of 
adequate lighting have undergone a 
complete change. Better Light—Better 
Sight has proved to be the means of 
making all previous standards of light- 
ing obsolete and at the same time has 
opened up the vista of progress to be 
achieved under the new standard. Bet- 
ter light for better sight has been sold 
to conserve vision in the home, on the 
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farm, in 


and factories. In 
the store it has been used to sell more 
goods, in the factory to increase pro- 
ductivity, and on the highway to save 
lives. Better light means more light, 
higher intensities and larger wattages 
for all customers. Great progress has 
been made by many utility companies in 
increasing load through the application 
of better light. 

This all means one thing to the whole- 
saler—more and higher priced lamps to 
sell to meet the new demands.—Elec- 
trical W orld 


classrooms 


The Worst Thing 


It sometimes helps in selling to re- 
member that the worst any man can 
say to you is “No”. If you stick at it 
the worst thing he can do is to say 
“No” again, and if you still persist you 
might eventually get him in a moment 
of weakness (or of admiration for 
your courage) actually to say “Yes”.— 
Sales Management 


Record-Players 
Make Extra Sales 


Lots of radio service men have found 
it profitable to take along one of the 
new, compact little record-players on 
service calls. They connect the player 
to the radio receiver just repaired, pre- 
sumably to test it, and play a lively 
record or two. This technique generally 
interests the set owner and many sales 
are made.—Radio Today. 


Suicide Language 


Ask your dealers to make a mental 
checkup of how many times during the 
past few weeks they have used the most 
expensive words in the English lan- 
guage for a retail merchant to use. Those 


























words are—‘“Sorry, but we are out of 
that.” The use of those words mean 
not only the loss of profits on that pos- 
sible sale, but their more significant and 
expensive meaning is—‘“Go to my com- 
petitor’s store, that’s the place where 
you should buy.” Business suicide 
language. That customer may never 
come back.—Hardware Age. 


MORE FACTS 


ON PRODUCTS 





Heaters—Electric Air Heater Co., Div. 
of Amer. Foundry Equip. Co., 555 S. 
Byrkit St., Mishawaka, Indiana. Bulle- 
tin No. 38-A completely describes the 
construction, operation, and application 
of their line of electromode electric unit 
heaters for commercial and industrial 
use. 


v 


Lighting—The Art Metal Co., 1800 E. 
38th St., Cleveland, has issued their 
Catalog C 139 on lighting creations for 
commercial illumination. Illustrations of 
the fixtures are given together with dia- 
grams of their light distribution, and 
examples of their application. Complete 
specifications for each model and price 
lists are included. 
v 


Lighting—Markel Electric Products, 
Inc., Buffalo, N. Y., have issued their 
1938 catalog showing recent advance- 
ments in lighting fixture design. It is 
in color, loose-leaf, and carries details 
on their complete line of fixtures. 


v 


Motors—General Electric Co., Schenec- 
tady, N. Y. Bulletin 664 sets forth the 
type, rating, and power consumption of 
motors recommended for performing 
each of about 70 farm jobs. Farm profits 
and savings resulting from the use of 
electric motors on farms are listed and 
analyzed, and approximate prices are 
given. Selection of the proper motor is 
simplified by the tabulation of farm jobs 
and motor types. 


Motors—Harnischfeger Corp., 4400 W. 
National Ave., Milwaukee, Wis. Bulle- 
tin M-2 includes specific information on 
how P&H motors are designed and 
manufactured, the standard conversions 
for four types of service possible with 
P&H convertible slip ring motors; 
namely, splash-proof, dust and weather- 
proof, enclosed fan-cooled and standard 
types; and cross-sectional line drawings 
and descriptions of the features of the 
stator, rotor, slip rings, brush holders 
and solenoid operated brakes. 


v 


Power Factor—The Electric Controller 
& Mfg. Co., 2700 E. 79th St., Cleveland, 
has issued a Power Factor Correction 
Booklet conceived to give information 
and helpful suggestions for checking to 
see if poor power factor is present in a 
system, and how to select methods for 
improving it. 
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Birdseye Reflector Lamps give you a story to tell that 
breaks down your prospect's sales resistance... a 
story of Better Lighting that actually costs less than 
ordinary lighting . . . a story that will pave the way 
not only for lamp sales but for your entire line as well. 

Bright, pure silver on the inside of the bulb directs 
the light onto the job undiminished by absorption due 
to exposed, grime-collecting reflectors. In many cases 
Birdseye Reflector Lamps produce higher lighting 
levels on the job than do ordinary lamps of the next 
higher wattage . . . and the silvered reflecting surface 
is sealed on the inside where it requires no mainte- 
nance. Thus you can offer your customer the perfect 
lighting combination—more usable light, less line 
load, and no maintenance expense. 

You'll find that Birdseye Reflector Lamps will open 
many fast-shut doors—but they're a great deal more 
than just a door opener. The Birdseye franchise gives 
the distributor a real profit opportunity: A better- 
than-average profit margin, an uncrowded field of 
operation and a high unit of sale. Write today for the 
complete proposition. 


BIRDSEYE 


REFLECTOR LAMPS 


Inside-Silvered + Self-Reflecting 
GX 








Here’s a tonic 


for your 
S)) SALES STORY 


The inside-silvered lamp 
that makes friends 
on sight 














100 East 42nd St. (m ( © New York, N.Y. 


W/E 
Reg. U. 8. Pat. ve PRCT actor Gloucester, Mass. 











DIRECT 


All beams thrown 
downward. 





INDIRECT 


All beams thrown 
upward. 





INTENSIFYING SPOTLITE 


An intense beam with 
moderate diffusion. 





TUBULAR 


Side-Silvered for inspec- 
tion table lighting. 















REMOVE ONE CAP— 
REPLACE THE LINK 


—THAT’S ALL WITH 


SHAWMUT 
SHUR-LAG 


RENEW ABLE 


FUSES 


ASK ABOUT THEM 





Ohe CHASE-SHAWMUT 
COMPANY 


< 
NEWBURYPORT 


MASSACHUSETTS 


| Div., The Stanley Wks., 


tric 
|}used with them. 





Screw Drivers—Stanley Electric Tool 
New Britain, 
Conn. An eight-page booklet giving the 
facts about Stanley electric screw drivers; 
where and why they are used in indus- 
trial plants, the different types of elec- 
screw-drivers, and the 
Illustration of the dif- 


accessories | 


ferent types and their applications are 


included 


v 
Tape—In publication No. 38-50 the Na- 
. - ae | 
tional Elec. Manufacturers Assoc., 155 | 
E. 44th St., New York, announces the | 


new standards for black and yellow bias- | 
These stand- | 
tapes, | 
| physical properties, information that the | 


varnished cloth tape. 
dimensions 


cut 


ards cover of the 
purchaser should supply when ordering, 
and information relating to inspection 


and rejection of shipments. 


Vv 


Tools—The complete line of Thor Port- 


lable Electric Tools is described in a new 


by The Inde- 
pendent Pneumatic Tool Co., 600 W. 
Jackson Blvd., Chicago. It describes, 
illustrates, and gives specifications and 
prices of all drills, screw drivers, tap 
pers, saws, hammers, sanders, electric 
tool attachments available 
for use with Thor screw drivers and nut 
etc. 


48-page catalog issued 


accessories, 


setters, 
v 
Wiring Devices—The Bryant Elec. Co., 
Bridgeport, Conn. A New Device Sup 
lists and describes all 
new devices introduced since _ their 
Catalog No was issued. It includes 
'their new switches, outlets, pilot lights, 
process plates, connecting devices, and 
lampholders. Individual catalog 


plement which 


_— 
O/ 


in the Supplement have also been issued. 


v 


Wiring—A booklet on the Trol-E-Duct 
wiring system, explains how to install 
the system, the various Trol-E-Duct 
parts and fittings, and shows applica- 
tions in factory departments. Bull Dog 


Electric Products Co., 7610 Jos. Campau 
Detroit. 


Ave., 








e=—_ ont 
AMSA > 


“But you tell your custom- 
ers it'll shave anything.” 


pages | 
which cover the majority of the devices | 














SOLDERLESS CONNECTOR 





NOT LIMITED TO ONE 
SIZE WIRE 


Every ILSCO Solderless Connector takes care 
different sizes of wires, both solid and stranded 
This means simplified stock control and valuable 
time saved on the job In addition, there 
these other ILSCO features: 


of 


are 


NO flattening or sep 
arating of strand- 
ed wires. 


NO special tools re- 


juired 
NO 
NO 


set screw contact. 
shearing effect 
whatsoever 

NO castings 


or forg- 
increase 


a their cost 


NO need for you to search any longer for the 
PERFECT Solderless Connector WE HAVE IT! 
Six Sizes Take Care of No 


All Wires from 14 to 





1,000,000 CM 
FREE—A targe display board bearing 
mounted Ad- 


samples cf ILSCO tugs. 
dress Dept WS. 


ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 























1907 MEAD ST. 





Jadger 


ME Sworn 


SYNCHRONOUS 
ELECTRIC 
TIME SWITCHES 


FOR GREATER PROFITS 


Because they are completely depend- 
able and accurate in service, these 
quality time switches are making real 
money for wholesalers and their sales- 
men. No costly come-backs or replace- 
ments—and repeat business is almost 
as automatic as the switch. May we 
send you complete literature? 


RELIANCE 


AUTOMATIC LIGHTING CO. 
© RACINE, WIS. 
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You Can Sell 
Printing Plants 


- CONTINUED FROM PAGE 10 -———— 


Alarms, either visible or auditory, 
and automatic stop motions, can be 
sold for all sorts of printing ma- 
chines. See the electrician, he prob- 
ably is thinking about some of them, 
even if he hasn’t yet been able to 
get an appropriation. 

The photo engraving room is a 
camera, chemical and electro-plating 
set up. It almost always can use a 
new and better type of motor driven 
saw. Watch for chances to sell 
higher speed replacement motors for 
the routers. And if the plant is on 
A.C., a new and more modern con- 
verter for the plating tanks may 
be in line. See the foreman. 

The bindery usually has to count 
its finished output. Photo electric 
counters and automatic electric 
weighing, computing and printing 
scales are coming into wide use. See 
the foreman. 

Some of the trickiest special in- 
dustrial trucks and portable eleva- 
tors, electric tramrail systems, auto- 
matic stops on belt conveyors, etc., 
have been specially designed for 
printing plants. See the electrician. 

Safety laws, requiring electrical 
safety devices such as dead man’s 
levers which will stop the machines 
if the operators leave safe working 
positions, are quite common. Floor 
cleaning and scrap handling are im- 
portant. See the safety engineer 
and the maintenance supervisor. 

There may be a laboratory to test 
paper and inks, and to check colors. 
See the technician. 

The printing habit of segregating 
crafts gives the electrician a great 
deal of buying authority. Often no 
one but he can touch any electrical 
repair, hook-up, or improvement. 
See him on everything. And see 
the purchasing agent. 





Classified Ad 


Manufacturer’s Agent, New York City 
metropolitan area, desires to represent 
additional line or will enter arrange- 
ment to purchase for resale either elec- 
trical appliances, wiring devices or spe- 
cialties. Contacting electrical whole- 
saling trade for 23 years. Now repre- 
senting nationally known firms. Offers 
reputable manufacturers complete 
branch office and warehouse service. 
Box 75, THE WHOLESALER’S SALESMAN, 
330 W. 42nd St., New York City. 











fect "3-point" profit landing. 


oratories, inc. N.E.C.S.¢ 


3 POINT LANDING 


The skilled plane pilot knows that a 3-point 
landing is the safest that can be made. Rome 
Cable Building Wire helps you to make a per- 


quality and greater durability will help: |, 
bring you frequent reorderse-2, boost your 
commissions—3, keep your customers satisfied, 
because of the better service it gives them. 


ROME CABLE QUALITY 


Code, Intermediate 30% ans | bm Gor Gulch, and 
and Superaging « Approved asy Pulling ¢ Long Aging 
; ’ - Rubber Uniformly Small 
by the Underwriters’ Lab : Clean — Easy 
Fiame & Moisture Resistant jhe sr ape nner 


Diameters « 

































superior 























THE CALL FOR 


ei 





MULTIPLE MOUNTING 
KEEPS INCREASING 


Make more money on sports and other outdoor 
floodlighting—nothing like being prepared with 
Quad units so that you can increase your sales and 
make the most of every sales opportunity. The Quad 
line meets every need—it's the modern line for mod- 
ern lighting needs—line up with Quad. 











QUADRANGLE MFG. CO.., 325. Peoria st.. chicago, i. 
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INDIVIDUAL 

LIGHT CONTROL 
All Quad Floodlights 
have Adjustable Heads 
that permit each re- 
flector to be turned 
freely in any direction 
or tilted up and down. 
And you tighten just 
one bolt to hold it in 
desired position. 
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The quickest 
and easiest connection 


Permanent. 
Positive pressure on 
the conductor, without any danger of 
failure. Will not loosen, as the tongue 
is self-locking. 


For quicker 
and more convenient 
connections —that are permanent — 
use 


PENN-UNION 
E-Z TERMINAL LUGS 


Like every other Penn-Union fitting, 
the E-Z is accurately designed—thor- 


oughly tested—DEPENDABLE. 

















You carry Only 
3 Sizes of lugs— 


instead of 17—to take the complete 
range of wire and cable sizes from No. 
6 solid to 500,000 c.m. 

A truly “universal” lug, because each 
size can be used for a wide range of 
wire and cable sizes. 


that it’s possible to make, and it is— 
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Penn-Union fittings are preferred by 
leading utility companies and “indus- 
trials.” 


For every type of connection, 


any combination of tube, bar, wire and 
cable. More than 6,200 items. 





Sold by leading jobbers 


PENN-UNION 


ELECTRIC CORPORATION 
ERIE, PA. 
You’ll find it in the complete line— 


UNION 


Conductor Fittings 
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INSULATED 
STAPLES 


SOLE _ MFGAS. 


ot Raollla Rael). \\ Alia 
North Quincy, Mass. 

















WANTED: 
SALES ENGINEER 


A nationally known manufacturer of 
electrical equipment has an opening 
in their New York sales office. This is 
a splendid opportunity for one who is 
familiar with electrical engineering, 


who has also an understanding of 
sales and merchandising through rec- 
ognized Electrical Wholesalers and 
who furthermore has an acquaintance 
among the important industrials in 
the New York district. If the appli- 
cant can qualify as a sales executive, 


there is a possibility of promotion to 
district sales management after abil- 
ity has been proven. 


Send application with full particulars to: 
The Wholesaler's Salesman 
Box No. WS-91 
330 West 42nd St., New York City 











WANTED 
AN ELECTRICAL JOBBER’S 
SALES MANAGER 


This Jobber located in large Eastern 
Industrial City. Applicant must have 
business ability, knowledge and 
experience in the electrical supply 
business; also be in a position to 
assume some financial responsi- 
bility. Personal acquaintanceship 
of secondary importance. All cor- 
respondence will be considered 
entirely confidential. 


Box No. WS-92, Wholesaler’s 
Salesman 


330 West 42nd St., New York City 
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PLYMOUTH RUBBER COMPANY. Inc 


CANTON, MASS 





MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY lac. 


CANTON, MASS. U.S.A. 


WATCH 
THE 


BACK TRAIL 


if you want to 
hold your 


old customers 


Maybe most salesmen don't think about it as a 
good old Indian custom that prevented some 
enemy from sneaking up from behind and 
causing trouble — but most good salesmen 
make it a point never to stop watching for 
trouble from even their best and oldest cus- 
tomers. 

You might call that watching the back trail 
—or whatever else you please—but in any 
event it is mighty sound sales tactics. 

For example suppose you have a good cus- 
tomer for BUSS Super-Lag fuses. He is prob- 
ably perfectly satisfied because they are giv- 
ing him protection without needless blows— 
BUT after awhile he gets to taking this supe- 
rior performance as a matter of course—and 


FORGETS many of the reasons that make such 
performance possible only with BUSS Super- 
Lag fuses. 

So along comes Mr. Competitor and walks 
out with an order all because your customer 
has forgotten the reasons why he originally 
bought BUSS. 

But this idea of keeping an eye peeled on the 
"back trail" doesn't apply only to BUSS fuses. 
It is just as effective in selling other products. 
In one sentence we can sum up the whole thing 
—Competitors won't have a chance to wreck 
your sales if you keep your customers sold by 
keeping them TOLD about the whys and where- 


fores of the products you sell. 


BUSSMANN MANUFACTURING COMPANY. St. Louis Divis 
Electr C 





